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HOULD all shoes be identified? 
Again we have an inquiry from 
the police department to help trace, 
through the shoes, the identity of a 
victim of a murder in Canada. The 
Canadian police wired the police of 
New York City and they in turn 
got in touch with us; and we were 
helpful in tracing the shoes to the 











shop where they were bought. It 
was only after patient, delayed in- 
vestigation that the clue was run 
down. 

In the case of men’s shoes we are 
sometimes helped by the Boot and 
Shoe Workers’ Union members. If 
this were the only value of shoe 
identification it wouldn’t justify the 
added cost, but there are innumer- 
able other instances—the loss and 
theft of thousands of pairs of shoes 
a year and the tracing of shoes in 
stolen lots again offered for sale by 
undercover sources. The idea of 
identification warrants some study 
in the matter, for it may serve an 
economic as well as social use. 

* * * 


GPusne J. RACKHAM, presi- 
dent of the Detroit Retail Shoe 


Dealers’ Association, has just 








acquired a new yacht. The boat is 
a sailboat with auxiliary engines 
and Mr. Rackham plans to learn 
the life of a sailor. Named “Boots,” 
she is wholly reminiscent of his 
life’s interest in the shoe business. 
The boat is 35 feet long and has a 
cruising capacity of the entire 
Great Lakes. She is equipped with 
radio and all modern equipment. 
Mr. Rackham is about to go on a 
cruise up the Great Lakes. 


* * * 


OOTS, BOOTS, BOOTS, as a nov- 

elty, appeared as a news story 

in a recent issue of American Week- 

ly, distributed every Sunday with 

17 Hearst Sunday papers to more 

than 5,000,000 families throughout 
the United States. 
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White boots are shown for eve- 
ning wear. “They are tongueless, 
to show the silken sheen of the 
wearer's stockings, and are tied with 
white and green lacings.” Some of 
the boots are patterned after the 
familiar half-length Russian boot. 
Others are adaptations of the boots 
that cowpunchers wear on the range 
and at rodeos. 
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If large hats come back, the ar- 
ticle predicts “styles in boots, as in 
clothing, move in cycles, remember- 
ing that all women like sharp 
changes in their apparel from one 
season to the next, and maybe it is 
time for the opposite of the sandal 
—the boot.” 











RANK J. SCHOLL, brother of 

Dr. William M. Scholl and head 
of the Scholl Mfg. Co., Ltd., of 
London, was one of the first to pene- 
trate the Russian market. He says: 

“The question of footwear in Rus- 
sia is most disappointing. I should 
say that 85 per cent of the women 
you see in the streets are wearing 
sneakers with short socks. In the 
opera they change into some cheap 
imitation satin pumps or a pair of 
leather shoes that they may be for- 
tunate enough to possess. Occa- 
sionally you find the men wearing 
a fine pair of Russian boots that 
might have been inherited from pre- 
revolutionary days, with plenty of 
patches showing the amount of 
wear they must have had. The peas- 
ant class, of course, use a lot of 
home-made footwear. 






















































“T have read various articles in 
the shoe trade papers that there is 
a market in Russia for shoes, but 
when I tell you that the bootleggers 
will pay 40 roubles, or more, for a 
dollar and that an office assistant, 
whom you would pay $25 per week, 
gets 200 roubles per month salary, 
you can readily understand that 
there is no market for foreign shoes, 
unless, of course, some manufac- 
turer is prepared to lay down a 
plant in Russia on terms to be dic- 
tated by the Soviet.” 


* * * 


UGUST 15 opening looks pro- 
pitious,” said Hide & Leather 
last week, and continues: 

“All signs point to complete ac- 
ceptance by retailers of the Aug. 
15 Fall opening date, sponsored by 
the Boot anp SHOE ReEcorpER. 
Some hesitancy exists in the minds 
of certain buyers, more particularly 
those connected with the larger spe- 
cialty and department stores, but 
manufacturers report orders placed 
‘on call’ for Aug. 15. It is felt gen- 
erally by buyers, particularly of 
the high-style lines, that this earlier 
opening date, together with the ex- 
treme secrecy maintained by all 
concerned, will do much to help 
eliminate the style piracy of former 
seasons, and that public response 
will be large.” 














A. ELY, dean of Boston leather 
- merchants and New England 
head of A. F. Gallun & Sons, says: 
“There is an old merchandising 
law to the effect that the tanner, in 
common with other dealers in com- 
modities, should sell his product on 
the basis of replacement cost. It 
is a most excellent law. It is highly 
commendable. I take off my hat 
to it. If I live until Aug. 26 of this 
year I will have been an interested 
observer of this law for 58 years, 
during which time I have never 
once seen it work 100 per cent. 
“When calfskins have been at 
their peak, I have never once been 
able to sell a square foot of leather 
at the price which this law says I 
should have obtained. The law 
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DOLLAR PLUS 


—It's not the dollar you earn, and the 
dollar you spend that makes for pros- 
perity. 

—Rather does prosperity depend upon 
the dollar plus you earn, and the 
dollar you spend. 

—For the dollar plus to the individual 
is like the net profit to the business. 
—The dollar plus in the aggregate 
forms that all-powerful energy known 

as Capital. 

—And Capital is what makes the wheels 
go round. 

—As business improves and _ individual 
wages and incomes rise, dollar plus 
will reappear, and general conditions 
will automatically become normal and 
healthy. 

—Economic nature like human nature has 
a happy knack of righting itself. 


S nit OTe 














President. 





works only when raw stock prices 
are going down. Seriously, though, 
we price our leather by a wrong 
method. Instead of trying to price 
it on the replacement cost of the 
moment, we should price it on the 
average cost of our holdings over a 
stated period. That would be fair 
to everyone, would penalize no one 
with business judgment and would 
act as a stabilizing influence.” 


* * * 


ARRY McLAUGHLIN, mana- 

ger of the Elegant Footwear 

department in the J. J. Haggarty 
store in Los Angeles, says: 

“We now have a little display 
which has but one purpose—that of 
pulling people down from the mez- 
zanine floor above. The mezzanine 
is occupied quite largely by the tea 
room where 400 people, mostly 
women, take lunch every day. And 
they can all look over the bannister 
down into this department. We 
built a colorful platform about 
3 ft. by 4 ft., and it stands not more 
than 6 inches high. Three standards 
on this platform show three pairs 
of shoes and three only, the leaders 
for the moment. The unit is placed 
right square in the center of the 
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floor. You would be surprised to 
know the number of people who 
come directly from the tea room to 
this department. The average 
luncheon customer has about 30 
minutes while eating to look down 
at these three pairs of shoes and by 
that time the impression has been 
made on many a woman who likes 
fine shoes.” 
* * * 
ESS customers! The birth rate 
in the U. S. during 1933 was 
16.4 per 1000 population as com- 
pared with 17.4 a year ago. The 
infant mortality rate was 58.2 per 
1000 live births, against 57.6 in 
1932. The birth rate for 1933 is 
the . lowest reported since 1915, 
when registrations began. The four 
states having the largest number 
of births are: New York, 187,139; 
Pennsylvania, 157,046; Texas, 107,- 
924; Illinois, 105,861. 

The states with the highest birth 
rate per 1000 population were: 
New Mexico, 26.7; North Carolina, 
22.9; Utah, 22.9; South Carolina, 
22.7; Mississippi, 21.6; Alabama, 
21.1, and Virginia, 21.0. 


* * * 


Livy leading man needed a pair 
of shoes to fit the part. He’s the 
leading man of a Cape Cod theat- 
rical company, in one of those 
towns that are more famous for 
their players than for their shoe 





[WE AIM TO 


So Be a 


folks. The manager scoured the 
town and not a pair could he locate. 
In the village store, he grabbed the 
telephone and put in a plea to New 
York. Nothing doing. No chance 
to get the shoes from New York to 
the Cape in time for the show to 
go on. 

Up steps an M. A. Packard man, 
on a vacation but ever alert to help 
out those in need of shoes. “What 
size?” quoth he. “I'll run over to 
the factory and get a pair.” 

Right pronto, the shoes were pro- 
vided, and the show went on. 

* * * 


ALKING canes return to old- 


time popularity. The volume 
of canes distributed by the W. L. 
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Douglas Company at the recent 
Boston Shoe Show quite clearly re- 
vealed that walking sticks return to 
fashion among visiting buyers and 
retail shoe salesmen. These indi- 
vidual souvenirs proved to be the 
hit of the recent gathering, and the 
same will more than likely be re- 
peated by the Douglas Company at 
the coming shoe show in January. 
* * * 


= HUGGINS, buyer for Hug- 
gins, Fine Shoes, Pasadena, Cal., 
says: 

“When I go East I do more than 
buy shoes. I try to learn all I can 
about merchandising fine shoes. I 
stop at every city of importance, 
visiting all fine shoe stores and 
talking to the proprietors. Re- 
cently I stopped off at Chicago, 
Pittsburgh, Philadelphia, Washing- 
ton and other cities, staying at least 
a day in each. I picked up a sack- 
ful of ideas. 

“T found also a fellow could grab 
off a few lessons from sources other 
than shoes. For instance, I noticed 
that the railroad companies are not 
hammering on price but on comfort 
and quality of transportation. They 
aim to make you feel that if you 
wish comfort and quality you should 
travel in their coaches. Well, what 
about it? Just this, I felt more and 
more that we are on the right track 
in our store and quality and com- 
fort are the right qualities to 
stress. Of course, the railroad 
company gives its customer his full 
money’s worth, and so do we, but 
price is not the thing we are ham- 
mering on!” 

* * * 
T= total number of unemployed 

workers in June, 1934, was 7,- 
934,000—a decline of 5,269,000 
from the total in March, 1933, when 
unemployment was at its highest 
point. The greatest decrease in un- 
employment is in trade, particular- 
ly retail trade—54.2 per cent lower 
in June, 1934, over March, 1933. 
The trade classification in March, 
1933, was 2,126,000 workers. To- 
day the unemployed records show 
973,000 in that division. The larg- 
est group of unemployed remains in 
the manufacturing and mechanical 
fields. 

These estimates are from the Na- 
tional Industrial Conference Board. 
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TANLEY W. NAPIER has his 

faith in mankind restored and 
wants the shoe world to know about 
it. The following letters tell the 
tale: 





e 














“Napier’s Booterie, 
“Minneapolis, Minn.: 


“Some 11 or 12 years ago I purchased 
a pair of white cloth oxfords which came 
to over $10. I do not remember the 
exact amount. I wore these on an ovca- 
sion in the country and, as I remember, 
we had to walk through a swampy place 
and the counter of these shoes became 
discolored a yellow color. I used shoe 
whitening, as I remember, but was un- 
able to get them white. The discoloring 
again appeared. I concluded that it 
must be in the counter that faded into 
the material of the shoe. 

“I sent them to you for your adjust- 
ment. You polished them up for me and 
apparently they seemed to be all right, 
but a short while later they again showed 
the discoloring. I again consulted you 
about this matter and you allowed me a 
$5.25 rebate in silk hosiery which you 
sent me. 

“Later on, in continuing using the shoe 
whitening, this discoloring entirely dis- 
appeared and I got my wear out of the 
shoes. The reason I am relating this en- 
tire instance to you is to make myself 
clear on this matter, and I feel that I 
should return the $5.25, seeing I got my 
wear out of them.” 






Mr. Napier replied: 
“Mrs. Neal B. Andrews, 
“Oakes, N. D.: 

“Your letter of Nov. 14 with post-office 
order for $5.25 received and contents 
duly noted. 

“Seldom is it our pleasure to come in 
contact with such a fine spirit of con- 
scientiousness. We not only admire your 
desire to relieve your mind of an inci- 
dent which has troubled you, but applaud 
your splendid courage in actually doing 
so, after a lapse of time when it would 
have been forgotten by the ordinary per- 
son. Many folks really have the feeling 
of wanting to do things like this, but 
rarely have the fortitude to carry it 
through. 

“May we express our appreciation of 
your fine spirit of honesty and justice? 
If there were more people in the world 
like yourself, it would indeed by a hap- 
pier and better place in which to live.” 

* * @ 


RANK WULFF, head of the 
Wulff Shoe Company of Colo- 
rado Springs, Colo., says: 

“If you’re looking for business 
encouragement, just talk to the 
hotel men. They'll tell you that 
things are looking up more than 
they have in a good many years. 
For instance, I recently visited the 
heads of practically all of the larger 
hotels in Colorado Springs to learn 
something about the tourist possi- 
bilities. The general report was 
that there have been more advanced 
bookings so far this season than at 
any other time in 10 years.” 





"This is the shoe your foot would select—Could it speak.” 




























By 
JOHN MEKEEL 


“i ALLING all boroughs! Calling all boroughs! In 
view of the importance of proper shoes for policemen, 
the attention of the members of the force is directed to 
the types of shoes now on display at the Bureau of Equip- 
ment and which have been approved by the Police Com- 
missioner as conforming to a correct standard. For those 
desirous of obtaining scientific advice on footwear best 
suited for their special needs, the Police Commissioner 
has made arrangements for the appearance at the Bu- 
reau of Equipment, on Tuesdays and Thursdays of each 
week, between the hours of 10 a. m. and 5 p. m., of an 
expert, thoroughly experienced in the fitting of shoes 
and qualified to specify foot appliances where necessary. 
The above order is by direction of the Police Commis- 
sioner. Calling all boroughs! .. .” 


Thus the O’Malleys, O’Rourkes, and O’Shaughnessys 



































A black calf boot on the Army 
last is recommended for patrol 
duty. this leather. 


—a few Spirellis, Knudsons and Levitskys—and Gawge 
Washington Lincoln Jones—are all to be pedially regi- 
mented. Yes, sir, 19,000 of them. 

No more will these men tramp their tedious ways 
through thoroughfares and alleys, or stand for long 
hours at their specified posts in any kind of shoes as 
long as they are black. In conforming to Police Com- 
missioner John F. O’Ryan’s order, they will be a smarter 
looking group of “coppers,” for, though the New York 
police are the best equipped in the country, this will be 
the first time in history that they will be truly uniformed 
from head to foot. . 

“New York’s Finest” are not only going to look bet- 
ter, but feel better. Back in the old days of a month 
ago, it was the custom for patrolman Donahue to enter 
the equipment store and bawl out in voice stentorious 
“10 D!” It took but a minute for the clerk in charge 
to yank out the desired size and type and off would go 


A black kid boot is also in- 
cluded for those who prefer 





Patrolman Donahue to finish his nice little 
daily jaunt of eight to ten hours of pavement 
pounding. How some of those “dogs” must 
have ached on returning home at night to the 
missus! The cops were inclined to be care- 
less about their fit, and in the precinct equip- 
ment store no thorough fitting service was 
available. 

But it’s all changed now. There is an ex- 
pert shoe fitter at the Equipment Bureau. 

Six specific types of shoes which, from now on, are 
to be worn by members of the force, are on exhibition at 
each precinct. The patrolman or officer is not required 
to purchase a shoe of any one particular make, nor in 
any particular price range; but to the selected types of 
shoes, depending on the nature of his duties, he must 
conform. Aside from this, every policeman is encour- 
aged to buy his shoes with emphasis on proper fitting. 

Police Commissioner O’Ryan is an army man and, 
through his first-hand experiences in war work, is a 
person exceptionally capable of choosing the correct 
footwear for members of his force. In his selection of 
shoes, General O’Ryan has considered not only appear- 
ance, but has kept in mind practicability, comfort and 
health as well.: The shoes recommended were chosen 
after a thorough investigation and are built on ortho- 
pedic principles. 

Of the six regulation shoes, there are two. styles in 
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“CALLING ALL COPS’ 
Feet, Do Your 



















ean tert feet ft a 





BOOT AND SHOE RECORDER, August 4, 


The oxford is recommended Two lasts are provided to meet 
for indoor duty in New York the different requirements of 
Police Department. individual officers. 





Duty 








For Traffic Duty: (1) Black calf boot. Army last. 
Cork welt. Reinforced arch. Full double sole. (2) 
Black kid boot. Army last. Reinforced arch. Full 
double sole. 

For Indoor Duty: Black calf bal dress oxford. Re- 
silient arch. 

For Mount and Motorcycle Duty: Puttee boot. Re- 
silient arch. Special back stay. Full double sole. 

[TURN TO PAGE 49, PLEASE] 


‘Puttee boot for mount and A Blucher type is also in- 
motorcycle duty, with special cluded in the police line-up 
| back stay and no hooks. for patrolmen. 





New York's Police Force "Dressed 
Up" and "Fitted Up" by General 
O'Ryan, Who, Recalling His 
Army Experience, Is Convinced 


that Feet Win or Lose in the War POLICE DEPARTMENT 
CITY OF NEW YORK 

















against Crime—Specifications for 
Various Styles and Types of Shoes 
Prescribed for Different Kinds of a ae ere 

TELEPHONE TYPEWRITER ORDER NO. 43 


Police Duty RULE NO. 292 OF THE RULES AND REGULATIONS IS HEREBY AMENDED 
TO READ AS FOLLOWS: 


"292 BLACK SHOES, EITHER LOW CUT OR HIGH CUT OF TYPE SUITABLE 


low-cut type, one of which is suitable FOR POLICE DUTY, AND BLACK SOCKS SHALL BE WORN AT ALL TIMES WITH 
° 


JUNE 14, 1934, 


for policemen whose duties are largely 
IN VIEW OF THE IMPORTANCE ALSO OF PROPER SHOES FOR POLICEMEN, 


confined to indoor occupations. There THE ATTENTION OF MEMBERS OF THE FORCE IS DIRECTED TO THE TYPES OF 
h 1 Sheek SHOES NOW ON DISPLAY AT THE BUREAU OF EQUIPMENT AND WHICH HAVE 
are three styles of the high-cut type, two BEEN APPROVED BY THE POLICE COMISSI AS CONFORMING TO A 
of which are suitable for Summer use ee ee 
° 4 
and one for Winter use. For mounted . FOR THOSE DESIROUS OF OBTAINING SCIENTIFIC ADVICE ON FOOTWEAR 
and motorcycle policemen, the style now BEST SUITED FOR THEIR.SPECIAL NEEDS, THE POLICE COMMISSIONER HAS 


i i ; 
n use is approved , 10,00 A.M. AND 5,00 P.M. OF AN EXPERT, THOROUGHLY EXPERIENCED 
These shoes are described more spe- IN ‘THE ‘FITTING OF SHOES AND QUALIFIED "TO SPECIFY FOOT APPLIANCES 
. WHERE NECESSARY. 
cifically thus: For Patrol Duty: (1) 
Black calf boot. Army last. Cork welt. ee a ae ee 


Reinforced arch. Full double sole. (2) AUTHORITY: CHIEF INSPECTOR. 
Black calf blucher boot. Reinforced GR, SGM 7.00 FP. Me 
arch. Cork welt. Heavy single sole. 














































To sell more men’s slippers, appeal to the women. 

Women are buying men’s slippers every day in the 
year. 

They buy better than 80 per cent of all men’s 
slippers sold. Continuous strong displays of novelties 
and staple types will turn an ordinary men’s slipper 
business into an extraordinary one. 

Style is necessary. Sizes are necessary. 
edge of what women will buy is necessary. 

For all practical purposes, this men’s slipper busi- 
ness of ours is divided into two well defined groups— 
those slippers offered solely from a utilitarian point of 
view and those designed with a distinct eye appeal. 

The first mentioned group are for direct sale to men 
consumers, while the second group are bought by 
women shoppers. 

Sales of the second group outnumber those to the 
first by at least ten to one, the year ’round. Com- 
paratively few shoe buyers have given this particular 
phase of the men’s slipper business a great deal of 
thought or attention. Those that have are the ones 
who are doing the slipper business of their town. The 
one store which does the largest men’s slipper busi- 
ness in the country is one that gives deep thought to 
the detailing of men’s slippers so that they will appeal 
to women buyers. This store discovered long ago 
that men’s slippers were more than foot coverings, so 
they developed their own special designs in upper pat- 
terns, materials and linings. Promotions are never 
run here on slippers, the huge business being built 
of quality, eye appeal and continuous year-round gen- 
erous displays. 

It is surprising, too, to see what men will buy in 
the way of vivid colors when they select slippers. 
There is a certain let-down in pajamas and lounging 
robes, and men who are conservatively formal in their 
daytime apparel often go in for the most fantastic 
colors in their brief hours of relaxation. Stores which 
can develop this trade are the énes who do the major 
part of the slipper business. 


A knowl- 


Women Buy Better Than Eighty Per Cent 
of All the Men's Slippers Sold, So, If You 
Want to Develop a Profitable Slipper 
Business, It's Important to Know What 
Styles and Patterns Appeal to Women 
Shoppers 


If Its MEN'S SLIPPERS, 
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Looking at the men’s slipper business for late Fall 
selling as a whole, the retail price range is broader 
than it has been for a long while. Prices will be 
anywhere from $1.00 to $10.00. Stores in which the 
price of men’s shoes are, say from $4.00 to $12.50, 
may carry a slipper stock to sell from $1.50 to $6.00. 
Most of the action will fall in the $2.00 and the $3.00 
price ranges. A few years ago the $4.00 slippers were 
most popular; then the volume dropped to the $3.00 
figure. Now, due to changes and new methods of 
manufacturing, there are some very good $2.50 sell- 
ers on the market. Last year the two and three dollar 
retailers were most popular, but this year this identical 
merchandise will cost at least 50 cents more. In order 
to maintain the old prices, some buyers are putting 
in cheaper lines, while most of them are paying the 
advanced prices knowing that they will be better off 
doing this in the long run. 

For October, November and —e selling, there 
are four general types of slippers which sell in about 
the same proportions in all parts of the country. Hard 
soles account for 50 per cent of the sales, soft or 
padded soles for 25 per cent, moccasins, 5 per cent, 
and wool lined or shearlings for the remaining 10 per 
cent. If a store is not selling slippers in this propor- 


tion, its lines should be checked, for the business is 
there to be gotten, if the right effort is made. 
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Look to THE WOMAN 


Popular selling prices on 
men's slippers cover a 
wide field but will center 
around $2.50 to $3.50 this 
coming Fall. Hard soles, 
padded soles, shearlings 
and moccasins are the 
principal types. 


In general, women buy the 
snappy, colorful styles in 
men's slippers for gift 


purposes, while men, more 

interested in comfort and 

wearability, stick closely 
to the utilitarian types. 


A number of new designs have been brought out by 
the hard sole manufacturers which seem quite prac- 
tical. Some very good effects have been created 
through stitchings on vamps. Then the ventilated idea 
has been carried through to models which are entirely 
ventilated as well as those which have cut-out treat- 
ment around the throat of the vamps. 

This will be a great season for novelty leathers. 
Nearly all lines have a good variety of seal, alligator, 
crushed kid, crushed calf, Morocco and smooth calf 
in a wide range of colors. Even the moccasin manu- 
facturers are using elk-finish tannage in high colors. 
About the only leather missing in this Fall’s leather 
line-up will be the snakes and the ostrich. Sales on 
these leathers have been so small in the past that it 
is not worthwhile considering them. 

Considerable activity is being experienced by those 
hard sole slipper manufacturers who specialize in 
patent leather dress pumps and ties. A great many 
men are buying turn or cemented patent slippers in 
preference to the regulation welts for evening wear. 

A decided swing to leather heels in the better grade 
slippers is being felt. Rubber heels continue to be 
favored in the popular priced grades. 

Operas still hold the number one place by a wide 
margin. Fully 70 per cent of the anticipated sales 
for this season will be Operas. Next comes the 
Everett pattern, which accounts for some 25 per cent 
of the sales, with the Romeos, Fausts and Cavaliers 
fetching up in the rear for the balance, 5 per cent. 

An increasing sale is noted in all stores which carry 
the soft or padded soles. This is especially felt in the 

[TURN TO PAGE 49, PLEASE] 








Extremely dark stockings are the first fashion 
news for Fall. Dark brown, off-black and black 
itself. All these dark stockings are being mer- 
chandised only in sheer weights and in Ringless 
construction. Feature the flattering effects of 
these dark tones with high cut formal shoes. 
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CONCERNING 


COLORS 


ly two striking ways hosiery color cards of this Fall 
differ from the colors of a year ago. Two new—and 
much discussed—color groups are in the picture. The 
first is the range of extremely dark stockings. Deep 
browns, off-black and black itself. We have had darker 
stockings every Fall, but never stockings as dark as 
this! The other new group comprises lighter, livelier 
browns with a russet cast in their make-up. The Solera 
and Cedar colors on the Standard Card represent this 
brighter, redder group keyed to the russet leathers and 
rust browns in clothes. 

Of these two new color ranges, the russet group is 
the less important. Buyers consider it a high fashion 
classification, not expected to reach volume proportions. 
Past experience has proved that reddish browns in stock- 
ings are dangerous things to handle. If you are featur- 
ing red browns in tailored shoes, undoubtedly one of 
these russet stocking colors should be included for pro- 
motional purposes. But many buyers consider the 
clearer Solera tonality a far safer choice than the ex- 
treme red-brown—Cedar. And one of these russet 
shades, in their opinion, is sufficient to cover the group. 

The extremely dark browns, on the other hand (rep- 
resented by Marrona, Jaffa and Cloister brown on the 
Standard Card), are expected to be important, both 
from the high fashion and the more popular viewpoint. 
But note these extremely dark stockings are only being 
bought in Ringless numbers and in extremely sheer 
weights. The development of the three-carrier method 
of making hosiery is, in large measure, the reason for 
these new deep tones. Never before has it been pos- 
sible to make such dark stockings so free from streaks. 
Dark colors serve to dramatize Ringless construction. 
There is also another selling point in their favor: Dark 
stockings are more flattering with extreme high cuts in 
shoes. The new oxford or monk shoe that reaches al- 
most to the ankle bone is a difficult line for the average 
foot. Dark hosiery softens the contrast at the point 
where the shoe leaves off and the stocking begins. 

While buyers are enthusiastic over dark hosiery colors 
in sheer numbers, they are choosing these shades with 


For their new coordination book, the Nomend Hosiery 
Mills show their “Flying Colors," inspired by this air- 
minded age, in a new autumn formation. Parachute 
windows are used for the color swatches—each shown 
against a color representing the average skin tone, 
as chosen by the beauty expert, Dorothy Gray. The 
Ringless page has a window of off-black fabric through 
which the printed matter on the following page can 
be clearly read, emphasizing the sheerness and clear- 
ness of the stocking. 
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By RUTH HARRINGTON 


In New Fall Stockings... 


the utmost care. Some manufacturers are considered 
to have excellent dark browns. Others, it seems, have 
put too much red or purple into these colors. The 
clearest, coolest dark brown is the most desirable color. 
Too pronounced a cast of any other color makes these 
browns look dense and gives them an unflattering ap- 
pearance on the leg. So, when you select your dark 
browns, look at them in every light. Be sure to see the 
stockings themselves, over the hand. Color card 


swatches of these shades can be completely misleading. ' 


Take no chances in picking dark browns! 

Sheer black belongs in the same color category. In 
a two or three-thread stocking, black will be featured 
for afternoon and evening wear. It will be shown for 
black dresses and even for lighter clothes when worn 
with black accessories. Some of the color lines also 
include an off-black, under such names as Mascara’ or 
Caviar. But there is so little difference between black 
and off-black in extremely sheer stockings that both are 
not considered necessary to the limited stock. 

To include these novelties in your Fall color line 
without increasing your stock is no small problem. 
Manufacturers, realizing this difficulty, have endeavored 
to simplify the balance of their colors. In many cases 
they have made sharper distinctions between shades, 
so that two or three colors are not offered for practi- 
cally the same purpose. After all, with the prevailing 
sheerness of stockings today, it is not necessary to have 
a complicated color line. This point, of course, is 
especially important to the shoe retailer. He cannot 
carry as large a stock as the department store and must, 
of necessity, simplify his colors. 


Every shoe store, as we see it, needs at least two neu- 
tralized browns. The first is a medium light tone for 
the lighter brown tailored shoes, in the middle range; 
the second, a shade that will blend with Indies brown 
and the newer Marrona shade. A best-selling color for 
this Fall will be this true chestnut brown, lighter than 
Marrona leather but of exactly the same cast. 


‘Next comes the taupe family. These will be worn 


with black, with neutral tweeds, with greens that lean 
to the blue cast and, for the early season, with the 
carry-over on navy blues. Two of these should fill the 
average shoe store’s requirements. For the lighter of 
these two, a neutral cast is indicated. The darker, to 
harmonize especially with blacks, can afford to have 
more of the warm taupe cast. Gunmetal, in addition, 
is a staple that sells year in and year out. 


In evening shades a light skin tone is another staple 
shade to wear with pastels and gold and silver shoes, 
but a deeper sunburn color is smarter from the fashion 
angle and is also desirable in a sheer evening number. 

Several manufacturers’ color lines include suntan 
shades in day-time numbers for early cruise promotion. 
Greys are occasionally carried for conservative selling. 
But a line-up to serve for the next three months sifts 
down to these ten colors: 


|. At least one extremely dark brown stocking to 
register the fashion of dark clear hosiery. 

2. One sheer black stocking in the same fashion 
feeling. 

. One russet brown, coordinating with the russet 
leathers and fabrics. 

. Two neutral browns in the middle range. 

. Two taupe shades. 

. Two evening colors—a skin tone and a suntan. 

. Gunmetal. 

And if the number must be cut down still further, 
then the most easily eliminated are the rus- 
set shades, the black and possibly the suntan 
evening shade. 
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The Slit Skirt ... 


and What It Means in Hosiery 


To everybody interested in 
selling shoes and stockings, the 
importance of slit skirts in the 
new costume collections is 
good news indeed. Stocking 
stylists are just as cheerful 
about this fashion develop- 
ment as they were gloomy, 
two months ago, about the 
possible effects of boots on 
the hosiery business! Their 
fears on the boot question so 
far have not materialized. 
Slit skirts, on the other hand, 
have a far better chance of 
success. The dress shown in 
the sketch is from one of the 
most important houses. As the 
mannequin wears it in the 
showroom, her slippers and 
stockings are a prominent 
part of her ensemble. 


Some buyers are of the 
opinion that the slit skirt— 
for day, afternoon and eve- 
ning—will mean lighter stock- 
ings in spite of the feeling for 
the dark tones. Others believe 
that the nude effect will be 
better expressed by extremely 
sheer stockings. 































HOSIERY 
Is More Than a 
SIDELINE 


By ARTHUR H. ADLER 
Adler Shoe Co., New York City 


Years ago a shoe store sold only shoes and salesmen 
felt they were shoe men only. They knew and only 
wanted to know shoes. But today it is different. Every 
shoe store should carry additional items, and sales- 
people must be trained to sell them. One of the most 
important and profitable of these items is hosiery. 

Not only does hosiery add to the store’s sales, but 
it is an additional commission item to clerks who are 
now willing to sell as many items as possible. Rarely 
does a customer today leave one of our stores without 
an introduction to our hose. 

Hosiery should be handled as carefully as though it 
were the main item, so far as selection of pattern and 
quality are concerned. It seems to me that hose buy- 
ers take the word too frequently of the hose salesman, 
who usually introduces the sedate, cold patterns of 
grey, brown, blue and black. 

True, the patterns are slightly different, a clock, a 
stripe, or a check, but when laid out without the extra 
smart colors or patterns, they cause a buying resistance 
rather than create a purchase. 

In order to continue a good hose business, it is es- 
sential that the size factor is not overlooked. Certain 
mills make hose and board them up one-half size and 
when washed they give poor service and cause discom- 
fort. If not careful the shoe stores may give the im- 
pression that shoe men sell hose that are skimped. 


Hoss is a profitable item and there are actually no 
losses to be taken, except those which may result from 
hose that fade on display. 

A man is judged by the company he keeps and the 
clothes he wears. The clothes he wears are a reflec- 
tion of the company he keeps. Like heards and flocks, 
men travel with types similar to themselves. Mer- 
chandising in men’s wear should be planned accord- 
ingly. 

Certain types of men will only purchase hose with a 
sheen or high lustre, while others want a lisle or dull 
finish construction. By his selection one can almost tell 
the pattern of life of the individual and the circle in 
which he rotates. It is therefore essential that one 
bear in mind the element customary to his store when 
planning hosiery purchases. 

Hose should not be thought of only as “foot cover- 
ings,” but as an: accessory to dress, equally important 
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ARTHUR H. ADLER 


Selection of Stock, Displaying of Mer- 
chandise and Selling the Customer Are 
All Important Factors in Developing a 
Profitable Men's Hosiery Department 


as tie, shirt or kerchief. Today there is no excuse for 
ignorance of what men are wearing and will wear, as 
the trend is brought to us by the style magazine fore- 
casts. Too much cannot be said for observing your 
type of consumer and serving him accordingly. 

In order to operate a successful hosiery department 
in a men’s shoe store, you will require as good a se- 
lection of patterns and designs and a knowledge of 
your public’s desires. | 

Hosiery departments should be handled as though 
they were the main event and not as a side line. The 
selection of pattern and design should be carefully 
planned and purchased with an eye to merchandising. 
Blue, grey, brown and black hose are not a sufficient 
inducement for the prospective purchaser. Each hos- 
iery buyer should show more attractive patterns and 
colors in addition to staple shades, so that when prop- 

[TURN TO PAGE 37, PLEASE] 
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CRAME 


Attractive entrance to 
Cramer's Foot Comfort 
Shop, showing windows 
and novel display cases. 


CRAMER'S FOOT COMFORT SHOP...DENVER 
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A Shop That Sells Foot Comfort 


New Cramer Store in Denver Approaches 
Corrective Problem from a Fresh Angle 


A N interesting development in the corrective business 
in the West is found in Cramer’s Foot Comfort Shop, 
Inc., opened several months ago at 401 Sixteenth Street, 
Denver, Colo. 

This newest phase of a business founded 17 years 
ago by the late A. L. Cramer is unquestionably one of 
the most distinctive shoe stores in the entire region. It 
is under the management of D. L. Cramer, son of the 
founder. The Cramer business started with the manufac- 
ture of the widely-known Cramer Arch Cushion. This 
led to the general corrective line in the Colorado Foot 
Comfort Station, 631 Fifteenth Street. When A. L. 
Cramer died four years ago, his two sons Dr. L. G. 


Interior of store, showing row of booths for foot 
comfort treatments. 





Cramer and D. L. Cramer took over that business. 
L. G. continues to manage this place. While an entirely 
separate company, the new place is associated with the 
Colorado Foot Comfort Shop. 

The Cramer shop is located at the corner of Six- 
teenth and Tremont Place, directly across from the 
Republic Building, the city’s largest medical office 
building. It has a 15-ft. frontage on Sixteenth Street 
and 60 ft. on Tremont. The front and windows are two 
of the most distinctive features of the shop. The two 
small windows set in black vitrolite walls, with white 
and mixed color strips at either side, stand ovt strik- 
ingly. The base walls in the lobby are of black with 
white stripes, and the window backgrounds are simi- 
larly striped. 

The interior is equipped with seven commodious 
booths, each appointed with two large Bank of England 
chairs and a novel, flat, upholstered footstool having a 
3-in. tongue. The stools have created an exceptional 
amount of interest. 

All fixture paneling is of selected, figured gum, 
stained a rich walnut. Valances and curtains are of an 
unusual material known as Delte oyster cloth; they 
were especially designed for the Denver store. The 
entire floor is covered with a heavy carpet of rich rust 
color. The vestibule is fitted with luxurious chairs of 
hand-carved walnut with rust-colored upholstery. Part 
of the booths are located on the main floor and part on 
a large balcony. Two large windows make artificial 
lighting unnecessary most of the time. 

[TURN TO PAGE 49, PLEASE] 
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OUTLOOK 


Getting More Shoes Sold Right 


Impulse to Be Early—August 15 


THE large velvet beret, a huge black pancake, was to 
be seen on the heads of fashionable women along Fifth 
Avenue under the broiling sun the last week in July. 
If women, to be fashionable, defy the weather to such 
a degree, what an opportunity there is to sell Fall shoes 
Aug. 15. 

The feminine fashion world also says black satin 
dresses will be bought in numbers in August by those 
early birds of fashion who believe it is smart to be 
ahead of the parade. 

The Fall shoe parade, weather or no, starts Aug. 15 
and is perhaps the most timely promotion that has ever 
been put before the trade. 

Human behavior is a funny thing, as you have un- 
doubtedly experienced in your clearance efforts. The 
drought has burned up all energy and enthusiasm for 
going shopping. Large city centers have suffered be- 
cause of the very inertia of people to travel into cities 
and to go from store to store in the broiling sun. As 
a result, city clearance efforts have become more hyster- 
ical as the merchant looks at the calendar and notes 
every day’s passing. 

No merchant wants to “carry over.” Every mer- 
chant wants clean shelves so that he can do some Fall 
shoe selling at better prices than what he has been able 
to get for his Summer merchandise. 

In big cities it used to be said that the ruthless 10 per 
cent would always clear earlier and destroy a Summer 
business for the rest of the merchants. This year in 
some cities we see 90 per cent of the merchants indulg- 
ing in feverish clearance and the remaining 10 per cent, 
not daring to be out of step with the rest, diving in head 
first to take even greater end-of-the-season losses. 


THE city merchant, like the farmer, is beginning to 
watch the weather. He sees in the sharp changes of 
weather possibilities of sharp changes in business. But 
no merchant expected that real torrid weather would 
in itself cause cessation of all business. The merchant 
expected that his whites and sandals and sport shoes 
would sell like “hot cakes” in the “second” and “third” 
pair sales to the consumer. The public, frightened by 
the report of heat prostrations and the rising list of 
deaths in city centers, have developed travel fears and 
transfer their shopping to the nearby local stores. 

This season has developed a possibility of a signifi- 


cant change in the philosophy of shoe retailing. Maybe 
we are to have, from now on, a regular shoe selling 
season between Aug. 15 and April 15, when standard, 
quality shoes will be acceptable to the public. The 
balance of the year, between April 15 and Aug. 15, may 
become a Summer cycle of sale with shoes acceptable 
to the public only at the lower price levels. 

This is not a conclusion on our part, it is simply an 
indication of a line of thinking that is causing great 
worry in the department store field. May we give you 
an example: 


ONE department store, and it is typical of many, 
stocked better lines of dresses in Summer whites and 
colors and expected good business thereon. The women 
folk passed up the higher price lines and bought freely 
of dresses below $5.00, bags at $1.00, hats at $1.00 and 
the sales were made to all classes of people. Perhaps 
the women wanted the greater variety and had discov- 
ered that in the lower price goods there was to be found 
good line and design, even though quality of the mate- 
rials might be far under the standard of Summer wear- 
ing apparel in other years. A woman paying so little 
for her outer garments might well shie on paying so 
much for her Summer shoes. 

This may be a bitter pill for the quality man to 
swallow but facts are facts and the department store 
has headaches ahead in contemplation of the Summer 
of 1935. 

It is true more items will be sold but the profit pos- 
sibilities of the store are mighty slim when the total 
apparel cost of a woman’s outfit may be under $10.00. 
This does not, of course, include the shoes. 

But the department store field cheers up at the pros- 
pect that from Aug. 15 to April 15, fashion and quality 
and good materials will have their place the country 
over. So encouraged are they by the advance demand 
for large velvet berets and black satin dresses that they 
see in the early Fall an opportunity to recoup the mer- 
chandise losses of the Summer. They have captured 
new enthusiasm for the weaves and woolens to be sold 
in September. They are gloriously optimistic in the 
belief that Winter textile coats will sell in their allotted 
season. Then will come the most luxuriant fur season 
in the history of the trade. 
: [TURN TO PAGE 40, PLEASE] 
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PUT HIGH FASHION SHOES 
ON A REPEAT BASIS WITH 


DA | CLE. 


. they charm the eye... they 
y Fg please the purse... they fit the 
foot—and put profitin your pocket 


—another version of 

the two-material idea 

in a dress pump of : P 

Gute on calens @ High fashion shoes grow on almost 


leather. The stitched Vv t c-* i i 
poe ed oman every tree but high fashion shoes 


givesa smart that embody special features and fit- 
rg ting qualities are mighty hard to find. 
TRU-POISE footwear makes a business 
and an art of combining the two... in 
a way to bring the most highly style- 
conscious woman back, again and again. 
They're amazingly successful in turning 
casual customers into regulars—and 
regulars mean business. 








Every: fashion aided of importance and good e| 
' taste is incorporated in the TRU- FOLSE line— 
: and in addition iS 





|» ,.SRU-POISE has the exclusive eradle heel | 
Ti Mil J; | 5 seat’’—a feature which a nerinagintl to | 
a ur customers because of a greater assur- 
ajc ‘en |S etione ae higher heeled models. | 
—gabardine and patent TY RU-POISE construction is a Turn:made 
by mesy rons ot WE “ight-side outs All'the good features of 
fine stitching—an ‘ $e a sole construction wry none of the oe: 
\ outstanding ex- é le ones. 2 
pression of the - - TRU-POISE has a firm, integral shank — 
eee | sos ann which cannot loosen or shift. No inseam | 
Minetlens. _. tidges—linings are smooth andclean. a 
- ‘ERU-POISE combines all these featuresin 
; — —- Halt wotaht strikingly is | 
ei ae 
with a mark-up of better than 42% ‘ee 


The TRU-POISE franchise is available in 
cities where we are not adequately repre- 
sented. For details on this smart line which 
is making new sales records in outstanding 
stores, send a card or a corner of this page 
with your name and address. 
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Fall Shoe Opening August !5 
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An attractive advertisement for Fall Shoe 
Opening featuring children's footwear. 


COPY FOR NEWSPAPER AD 


[STORE NAME] has been a busy place, even busier 
than usual, this past week. We've been unpacking 
dozens upon dozens of interesting boxes, full or inter- 
esting shoes. They're the new shoes that you and 
Mother and Dad will be wanting very soon, probably 
right now. We've set August I5th as the first day 
to show them to you and everybody. Watch our win- 
dows next Wednesday. Pick out the pair that appeals 
to you most. Come in and try them on. You'll like 
them, we're sure. Just a few are pictured below. 
There'll be loads of others, just as smart, interesting 
and attractive. 


Direct meal folder, to show the new Fall 
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Promotion 


By 
R. E. ANDRUSS 


JUVENILE shoes have their place in the promotion 
plans for Fall shoe opening, Aug. 15, quite as much 
as shoes for adults. The approach of school days adds 
to the importance of the opportunity. 

Don’t let the fact that you’ll have a “School Shoe 
Week” a little later on keep you from giving juvenile 
shoes a good play for the Fall Shoe Opening. Do both. 

The report of the juvenile committee (BooT AND 
SHOE Recorper, April 28) suggests three promotion 
themes. It says in part: 

“|. . every season there is noted more and more a 
greater leaning toward the style factor, and toward 
seasonal and occasional requirements. Particular- 
ly is this predicted for the coming Fall. The sec- 
ond phase has its interest centered in the health 
angle, with great emphasis on orthopedic design 
and fitting.” 

What next? We are on the threshold of an entirely 
new phase, the “modern education era,” which will 
have a widespread influence in the design of children’s 
shoes. (These, in keeping with the self-help idea in 
clothes—styles that are simple to put on and take off.) 

The modern miss and the boy of today are shoe-style 
conscious to a surprising degree; hence, the logical 
grouping in displays and advertising would be for 
occasions. 

Cards could call attention to adaptations of women’s 
styles for the modern miss, and accent the “college 
style” trend in the shoes for boys. 

The orthopedic angle should be noted, but not so 
that it will overshadow the style theme. 

If you have new easy-on-easy-off models for children 
and younger boys, give them prominence. 

Group the younger children’s shoes to accent play, 
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Plans for Juvenile Shoes— 
Fall Shoe Opening 





August 15 





Don't let the fact that 


you may have a "school 





shoe week" a little later 


keep you from playing 








up children's shoes for 











school and dress-up styles, but stress the orthopedic 
angle and fitting more. 

In the window, all these shoes can be arranged on 
panels or “steps” for easy review. 

In advertisements, the story can be told by dividing 
the ad-space and using a sketch of heads or full figures 
of appropriate ages, with the shoe sketches in each 
section. 

The idea in both ads and windows should be to drama- 
tize the promotion theme, so that those who read the ad, 
or look at the display, get a definite, lasting impression. 

Invitations to the older youngsters to come and see 
the new Fall shoe styles will be appreciated. 

Dear Friend: 

Wednesday, Aug. 15, is the first day of Fall Shoe Opening 
at our store. It continues Thursday and Friday. 

We hope you’ll come to see the new Fall shoe styles— 
splendid shoes for school and play—smart styles for dress- 
up occasions. . 

Ask mother to come with you. There will be special 
Opening souvenirs for those ho bring mothers with them 
to see the new shoes. 

Yours very truly, 
(Signature). 

Displays within the store should make it very easy 
to show the shoes. A row of shelves can be emptied, 
and trimmed up with scene-painted cardboard or slop- 
ing temporary shelves inserted and covered with heavy 
crepe or corrugated paper in colors. 





Fall Shoe Opening. 


An effective window display panel, to tie 
up with the advertising on Children's Fall 
Shoe Opening. 


In fact, if you have a general stock, the shelf display 
idea could include all lines, with a single shelf emptied 
and trimmed for display, on both sides of the store, at 
a convenient height. 

Be sure to have a suitable, inexpensive souvenir for 
both boys and girls. 

You might also prepare a folder of children’s shoe 
styles that can be distributed to visitors during the 
opening, and used for mailing and package enclosures 
later. 

If Juvenile shoes are a big feature with you, a style 
show would be a fine feature to use. 

The store that gives complete attention to building 
up dramatic promotions for Fall Shoe Opening, Aug. 
15, will reap the greatest benefits from the event. 

Imagine the interest that would be aroused by in- 
formative advertising, dramatic window displays, Fall 
atmosphere and merchandise displays in the store, in- 
vitations to customers, and folders of new Fall shoe 
styles, with a shoe style show for stores that can ar- 
range it. 

Properly handled, the whole program need not be 
expensive in proportion to its value to you. It requires 
some effort—but that’s always true of any good pro- 
motion job. 





SAKS FIFTH 


A very striking 
men's shoe window 
by Saks-Fifth Ave- 
nue, in which cloth- 
ing and accessories 
are used to give 
the shoes an effec- 
tive fashion back- 
ground. 


MORE STYLE 


in 
MEN'S WINDOWS 


With an Abundance of New Leathers, 
New Colors and Smart Patterns to Play 
Up as Selling Points, Shoe Stores Should 
Put a Punch in Early Fall Promotion by 
Planning Displays That Are Different 


In mapping out plans for a Fall window display pro- 
gram, it’s important to give special consideration to 
men’s shoe windows. Many stores that devote a great 
deal of attention to their women’s displays, striving to 
make them novel, unusual and interesting, are satisfied 
to go along with more or less stereotyped men’s shoe 
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NEW YORK 


displays, not so much different from those they have 
been having season after season and year after year. 
Others make the mistake of thinking that the same 
types of windows that have proved successful in selling 
women’s shoes will be equally successful on the men’s 
side. Experience has demonstrated that the contrary 
is true, and that planning men’s windows that will bring 
customers into the store is a very special problem, call- 
ing for special study of the kinds of displays which will 
interest the particular class of men you aim to sell. 

The objective of every men’s shoe store, as Fall ap- 
proaches, is to get men out of the shoes they have been 
wearing all Summer and into the new Fall shoes that 
stores will be showing from August 15 on. Summer 
sport shoes will be discarded as a matter of course, but 
most men have other shoes they can wear until well into 
Fall, unless shoe merchants show them a reason for buy- 
ing something new. To accomplish this, Fall shoe win- 
dows must have a seasonal appeal and show how the 
new footwear fits into the Fall season. 

Most men will buy a new hat around September 1 
because they have been educated to accept, almost uncon- 


PA. 


A simple but well balanced 

display of men's shoes in 

which the striking back- 

ground and "Dial of Style" 

panel supply the attention 
value. 
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‘Igpeeme* pn sture 


for DOUGLAS 
DEALERS! 


Ir you’LL look today’s purchasing-power square 
in the face, you'll see big advantages and mar- 
velous opportunities (as every Douglas Dealer 
does) in the new, nationally advertised Douglas 
prices of $3.50... $4.50... and $5.50. From the 
condition of your customers’ pocketbooks, those 
prices are right down the alley. And from your 

standpoint—of quick, easy sales and a profitable Jes: + +.05+ 
































mark-up—they’re right down your alley too! arr 
ve Could there possibly be a question about 
ar. Greener Pastures for Douglas Dealers? Prices 
ne and profits are right ... Douglas has maintained 
ng an outstanding quality-reputation for more than 
n’s a half-century ... an alert staff of stylists are 
ry guiding the production of our Fall models... 
ng national advertising in leading metropolitan 
ll- newspapers and The Saturday Evening Post will 
ill be continued! 

From that brief outline of the new Douglas 

ip- Deal, you can see it was not an idle boast to say ae " ; 4 4 
en “Douglas Shoes Are Going Places!” Hundreds iPeuy lalale (BIE, | alg 
lat of new dealers have applied for the Douglas —— 
er Franchise .. . hundreds of old dealers have tight- 
put ened their grip on the Franchise. They’re on 
ito their way to a profitable, sound business . . . 
ly- built side-by-side with the rise from the depres- 
in- sion of this great American institution. Do you 
he want to go along with the W. L. Douglas Shoe 

Company? Mail the coupon for full details, 

1 

n- W. L. Douglas Retail Prices THE DETROIT STORE OF FRANK & SEDER CO. 


for Fall, 1934 There are Frank & Seder Department Stores in many principal cities. 
Men’s Shoes ............. seseseee PD0DO, $4.50, $5.50 Alert, shrewd merchandisers, these stores are keen judges of market- 
Lady Douglas Shoeg..............+ ++00$3.90, $4.85 conditions and buying-habits. They know what won’t sell —and what 
Men’s Normal-Treds.......... acsepacscaase start at $7 will! The Detroit Store says: “We selected W. L. Douglas Men’s Shoes 
Lady Douglas Normal-Treds because we feel they are the best advertised line in America, at popular 
4 (with patented, scientific, corrective features) prices. And we have found sales-resistance practically nil.” 


AMERICA’S FAMOUS 
SHOE-VALUE 


The famous price-stamp on the 
soles of W. L. Douglas Shoes is a 
strong selling-point. It guarantees 
honest value to your customers. 


W. L. DOUGLAS SHOE COMPANY, Br 
Gentlemen: 


| (] Please have your representative call and tell me about the new 
| Douglas Line and Policy. 
| 
| 
| 
| 





O Please send me a catalog of the New Douglas Styles for Fall, 1934. 
(Ready about August 1.) 


Street. 
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sciously, the idea that this season of the year demands 
a change in headgear. Every man who can possibly 
afford to do so will buy a new Fall suit for the same 
reason. Clothing stores and hat stores dramatize the 
change in seasons by showing merchandise that is alto- 
gether different from what they have been featuring in 
Summer, and shoe stores should endeavor, just as far 
as possible, to do the same thing. 


| T isn’t as easy to give Fall shoes this seasonal urge as 
it used to be in the days when oxfords passed out of 
the picture automatically in September and most men 
put on high cut shoes for Fall, and winter wear. There 
is admittedly too much sameness in the style and gen- 
eral appearance of men’s shoes from season to season 
today, but for that very reason it is all the more es- 
sential to promote and display the new season’s mer- 
chandise in an intelligent and intensive way. 

Fall shoes should be shown in a Fall atmosphere in 
windows, so that men will instantly recognize them as 
Fall shoes, different from any shoes they have been 
seeing and wearing all Summer. It’s an excellent idea 
to procure some new Fall clothing, which can often be 
borrowed from a neighboring clothing store, and to 
show a suit, a topcoat, some hats and other accessories 
to carry out the idea of a Fall ensemble in which shoes 
play an essential part. Clothing or haberdashery stores 
will usually be found willing to lend these garments and 
accessories for display purposes if the shoe store gives 
them some proper credit in the window. Feature a dis- 
play card reading something like this: Your New 


AND 


WEBER 


It's always a good 
idea to play up 
the sports appeal 
as an attention 
getter, particularly 
in windows featur- 
ing young men's 
shoes. Background 
illustrations like 
this one make them 

stop and look. - 


HEILBRONER... 
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Fall Suit Deserves a Pair of New Fall Shoes. Clothing 
and accessories shown in this window by courtesy of 
(Name of Firm). 

Another good way to focus men’s attention on new 
season’s styles is to suggest the use and the occasion for 
the shoes. This can be done through the use of attrac- 
tive illustrated backgrounds, like the one shown in the 
accompanying photograph of the Weber & Heilbronner 
window display, for example. Men are usually inter- 
ested in sports, and consequently sport pictures make 
good window material. Football pictures, golf and 
polo sketches are timely for Fall. A photographic 
reproduction, enlarged or “blown up” by a blue print 
maker and then colored, will serve admirably, or a 
local poster artist can produce an original sketch. 

Style should be the keynote for Fall window promo- 
tion, for it will be on the smart lasts and patterns, fea- 
turing the new Fall leathers and colors, that the early 
seasonable business will be concentrated, rather than 
on the staple types of shoes. Feature especially the pat- 
terns and types of shoes that appeal to young men, for 
it-is here that extra pairs can be sold on the basis of a 
style appeal. 

Indications are that this Fall will witness the exploita- 
tion of new and interesting effects in grained leathers 
and that the new colors for Fall will have a specially 
strong fashion appeal. Both the colors and finishes in 
leathers will co-ordinate perfectly with the Fall browns 
in suitings, particularly the rough surface fabrics for 
which the grained leathers afford just the right comple- 
ment. [TURN TO PAGE 40, PLEASE] 
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ST YL FE a Ml ill the 
. t 
F EATU RE not a stfords the inseam 
sealing protection from under- 
WITH | from bse 
PRACTICAL tinctly in the fall and winter 
VA LU FE category. 


It is a brand and an ear-mark 
that helps in the programme to 
separate the seasons; a type and 
style that lends itself to your 
efforts to make your male cus- 
tomers foot conscious when 
August 15th comes around. 


Show these shoes in your fall 
openings. They are correct, 
they are timely and they are 
sensible, serviceable cold- 
weather shoes. 

















SPECIFY THE GENUINE PATENTED SOLID LEATHER 
BARBOUR “STORMWELT” 


Manufactured By 


BARBOUR WELTING COMPANY 


BROCKTON, MASS. 












































































































/ DO YOU WANT 
SALES INCREASES, 


R. ERNEST PARK of Park-Brannock 
Co., Syracuse, states that despite difficult 
selling conditions sales of Arch Preserver 
shoes have stood up well. He says that the 
volume of his men’s business has been done 
either in the $5 and $6 grade or in Arch 
Preservers .... that men accustomed to wear- 
ing Arch Preservers, and who were forced to 
buy something cheaper, are now coming back 
to Arch Preserver Shoes. Even during the 
most difficult months their records show ex- 
cellent repeat business and a 17% gain in 
their new customer list. 






AND HERE ARE A FEW MORE DEALERS WHO 
SOLD MORE PAIRS OF WRIGHT ARCH 
PRESERVER SHOES IN 1933: 


Quinn Bros., Stein-Strauss Co., Inc., 
Sedalia, Mo. Fullerton, Calif. 


Duncanson & Sullivan, Russell’s Dept. Store, 
Clinton, Mass. Vernon, Texas 


Heed & Gander, Steven’s Shoes, Inc., 
Cambridge, Ohio. Oskaloosa, Iowa 





Bufferd’s, Gilmore Bros., 
Torrington, Conn. Kalamazoo, Mich. 


Fashion Shoe Co., = —«“Lawson-Sweeney, 
Pittsburg, Kansas McPherson, Kansas 


George W. Schenck, S. L. Smithers, 


Somerset, Pa. Helena, Montana 


Bennett’s Bootery, Hilgendorff Bros., Inc., 


Fontius Arch Preserver Shoe Shop of Denver, 
Redland, Calif. Elizabeth, N. J. 


Colorado, says: “Sales on Wright Arch Preservers have 
kept up better than our cheaper lines.” 


WRIGHT ARCH PRESERVER 





! 


ji 


on iatagen ede 


am y SHOE =e 


HICH is better, to trust to an untried 

actually still an experiment, which some 
y may be a success—or put your hard earned 
ney and valuable time into promoting 
ight Arch Preservers, which have stood the 
of fifteen years and are today more popu- 
than ever? Mail the coupon for full details 
his valuable franchise. 





AEE EDN SEIS 


e know that we can recommend Arch Pre- 
ers without fail. 


.E.C. Orr, Vice President of the Potter Shoe Com- 
, Cincinnati, Ohio, says: “You have been smart enough 
brave enough to maintain quality such as Potter customers 
in our store. Your Arch Preserver Shoes have been one 
features in our men’s department because we have known 
we can recommend them without fail. Once an Arch 
customer, always an Arch Preserver customer.” 


HOE 


FOR 
MEN 





“Frederick J. Loeser, Brooklyn, one of the coun- 
try’s greatest stores, features Arch Preserver Shoes 


regularly in windows and newspapers.” 





You should investigate this line 
which has led all others under the 
severest tests of depression con- 
ditions. Here is what Wright Arch 
Preservers offer you. 


1 A line of shoes proven as to fit and 
workmanship, by the continuous pur- 
chases of hundreds of key retailers. 


A scientific patented treadbase proven 
superior under actual wear for the last 
15 years. 

A record for repeat sales unexcelled by 
any other shoe made. 

A background of national advertising to 
millions of men over many years’ time. 


An outstanding program for promotion 
of sales in your community. 


An amazing record for producing retail 
profits even under depressed business 
conditions. 


What about it? The coupon below 
will bring you full details. 








E. T. Wright & Co., Inc:, Dept. B R 1 
Rockland, Mass. 
Please send me full details of your Arch Preserver proposition to retailers 





















































ADOLPH MENJOU, who favors 
English type white bucks 


Ir anyone in this world has the idea 
it is a light occupation to put shoes 
on all the stars, the trailing comets, 
the swarms of meteorites and other 
nebulae found in the atmosphere 
and stratosphere of the Movie Capi- 
tal let him try to count the shoe 
stores on Hollywood Boulevard! 

* * * 
THIS writer tried it once, begin- 
ning at Western Avenue and mov- 
ing in a westerly direction. By 
the time he reached Vine Street he 
was murmuring to himself like a 
sheep herder. At Ivar Street he 
was actually attracting attention, a 
thing hard to do on Hollywood 
Boulevard, and as he approached 
the Highland intersection a mer- 
chant recognizing him was heard to 
remark, “And only yesterday he 
seemed natural!” 

* * * 
IN the hospital the next day he suf- 
fered a relapse when told that in 
this matter of census taking he had 
barely made a start for there still 
was the ever-expanding Wilshire 
Boulevard and down-town Los An- 
geles! Spain 


IN inaugurating this column may 
we reverse the order of nature and 
talk about men first? Thank you! 


CARL LAEMMLE, JR., Universal 
high-light, has without doubt the 
smallest feet in Hollywood (speak- 
ing of men, remember). He wears 
a 6-B. They keep a special last 
down at Gibson’s Inc., for Carl and 
he sticks pretty close to one pat- 
tern. A semi-brogue suits him best 





Wes bout Hollywood... 


By J. EDWARD TUFFT 





and right now he is wearing on the 
street white bucks with black soles. 
Car] likes to buy his shoes in family 
lots, so to speak, say eight or ten 
pairs at a time, and they are all 
custom made, believe me! 


* cd * 


CLARK GABLE, who finds much 
of his pleasure in athletics and out- 
door amusements in general, is one 
of the best buyers of tennis and 
other athletic shoes that there is 
around town. There is a certain 
down-town store where he likes to 
drop in for his pedal wear. His 
street shoes are always conservative, 
and incidentally an 11-C hits him 
off about right. 


* * * 
ALTHOUGH Adolph Menjou is 
famed for his tux and his ultra- 
sophisticated parts in the movies, in 
every day life he wants he-man 
shoes! Right now he is treading 
the sidewalk in English-type white 
bucks with heavy natural soles. He 
got them down at the French, 
Shriner and Urner store on Sixth 
Street, and H. D. French, manager, 
finds him a mighty fine fellow to 
wait on! However, Adolph is in- 
clined to buy wherever he sees a 
shoe that hits his fancy, so they say. 


* * * 


GILBERT ROLAND, once Norma 
Talmadge’s leading man in dif- 
ferent pictures, is a fiend for sport 
clothes and sport shoes—he wears 
’em all the time. Buckskin in com- 
binations suits him fine and indi- 
vidual designs are his hobby. If 
anybody ever looks supremely com- 
fortable in his outfit, that fellow is 
Gilbert Roland. 
* * * 

A CERTAIN type of gym shoe 
with soft padded soles made of the 
same materials as the uppers was 
developed for the Fox Film Corpo- 
ration when sound pictures came 
in. The directors could sneak 
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about in them and not sound rau- 
cous. Strange to say, however, 
these ultra-softies (referring to the 
shoes, not the wearers) won’t stay 
inside, but are now worn freely on 
the street, even by executives. The 
soles grind out quickly, but what’s 
the difference if the toes are happy? 

* a * 

WESLEY RUGGLES, Paramount 
director, husband of Arline Judge, 
has a big place in his heart and 
also in his beach cottage for the 
new all-rubber beach sandals. The 
other day he loaded up on these in 
various colors—mostly green and 
tan—and fitted out all his guests 
at Malibu Beach. They all liked 
them and now Malibu beach sands 
are alive with them. 

* * % 
INCIDENTALLY, when Wesley 
Ruggles buys shoes, here is the way 
he goes at it: he answers a phone 
call emanating in a live-wire down- 
town store. “We have so-and-so,” 
says the voice, “new, attractive, 
practical!” “Just whatever you 
say,” says Wesley, and then the deal 
is all made except the number 
needed and the time of delivery! 
Customers like that are worth culti- 
vating, but it is not everyone who 
knows how to drive a cultivator! 


* * a 
WALLACE BEERY is wearing 
the type of shoe you would expect 
a fellow of his vigorous tendencies 
[TURN TO PAGE 51, PLEASE] 


CLARK GABLE has a decided 
fondness for athletic types of 
shoes. 
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N 10 THE Woop: 


AN IMPORTANT CONTRIBUTION 
na TO IMPROVED SHOEMAKING 


or! [A] The Saddle Insole has become an important feature 
z in the construction of several makes of arch support shoes. 
a G [B] The use of the “Down to the Wood” principle in last 
cies 4 design has contributed materially to the effectiveness of 
SE | ¥ “pam this feature. The last is grooved so that the insole saddle eae Se 
~~. fits perfectly into the recessed section of the last. aia 
[¢] By the use of this method the saddle fits closer and 
more snugly to the foot and gives added support. Unless 
this method is used the saddle has to be skived so thin 
in order to preserve the lines of the last that it is of no 
practical value in the shoe. 


UNITED LAST COMPANY 


BOSTON, MASSACHUSETTS 


When writing advertisers piease mention Boot and Shoe Recorder 
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OTHER 
PEOPLES 




























a is a world of difference 
between just selling a customer 
and satisfying one. Nothing bet- 
ter illustrates this than the incident 
related to me by Miss Mildred 
Rowe who is one of the efficient 
shoe fitters in the Outlet Shoe Store, 
Bradford, Pa. As Miss Rowe tells 
it—“*A lady entered our store to 
purchase a pair of men’s brown 
oxfords to cost around $4.00 or 
$5.00. She emphasized nothing 
else but brown. 

“The manager listening to the 
customer’s conversation asked if he 
might show her our dressy black 
oxfords as we did not have the 
brown oxford in stock. She hesi- 
tated but finally decided to look 
at the black shoes. After making 
the purchase of the men’s black ox- 
fords, she purchased two pairs of 
women’s oxfords, one pair silk hose 
and a bottle of white shoe polish, 
making a total of $10.24. 

“By changing the customer’s 
mind,” Miss Rowe concluded, “we 
made a nice sale and a new and 
satisfied customer.” 


ofl 


‘47-NUR chiropodist business has 
helped our shoe business a 
great deal,” state Dr. Louis Gold- 
berg, manager of Whittmore’s Shoe 
Shop, Providence, R. I., who be- 
lieves that the shoe selling busi- 
ness and the foot treatment business 
will have to cooperate more closely 
in the future. He believes that 
more retailers of high-grade shoes 
will find help in the chiropodist 
field and that, vice versa, the 
chiropodist will find profit in sell- 
ing high-grade shoes. 
“Foot treatments and foot-fitting 
go hand in hand,” this authority 
continues, “and the person whose 





By HARRY R. TERHUNE 


Field Editor, BOOT AND SHOE RECORDER 


IDEAS 


SMART ADS FOR SMART SHOES 





Gay modems with young 'dees seem to protec this type of shoes 
to al others! «® Two models destined for « jeshionable bile thie 
summer. pictured. «2 The sandal in while suede or kid The se in 
white suede (dyeeble) wth white or brown shiching 

Ney or brown geberdine with white eniching 8.75 








CREPE CHIFFONS 
Dull und sheer with thet 











One of an attractive series of style shoe ads, now being used by Innes Shoe Company, 


with stores in Los Angeles and Pasadena, Calif. 


These ads are four columns wide 


by five inches deep and the unusual shape, plus smart shoe drawings and attractive 


illustration, layout and typography, helps to attract reader attention. 


While most 


stores have been advertising Summer sales, Innes has been playing up the style 
angle through these interesting advertisements. 


feet need special treatments also 
needs special fitting for shoes. 
Both fields of activity are ethically 
related and a chiropodist section 
is an ethical addition to any shoe 
retailer who sells better type shoes 
and who truly wants to fit shoes 
properly.” 

Dr. Goldberg, however, is not an 
advocate of free podiatrist service. 
In his own store, charges are made 
for ali foot treatments just the same 
as if the department were separate 
from the shoe department. 


OP: 


A the shoe department of the 
Star Store, large New Bed- 
ford, Mass., department store, they 
are selling more shoe creams and 
cleaners than ever before. The 


reason lies largely in the stock 
which W. D. Hanly, buyer and de- 
partment manager, has put in. In- 
stead of buying one product or one 
line, this year he split up his pur- 
chasing and stocked the products 
of several manufacturers. 


Thus Mr. Hanly has been able 
to fill practically all requests for 
various brands of cleaners. He 
finds that women ask for the cleaner 
they have used and liked and often 
will not buy another brand. Not 
only has this little stunt increased 
the sale of cleaners, but it has had 
a good psychological effect on the 
customer because she naturally is 
impressed with the wide assortment 
of the department. It has also been 
responsible for the sale of some 
shoes and has brought more 
women to the department. 

The stock investment is no larger 
than usual because the orders are 
merely spread over a larger selec- 
tion. 


Ort 


ERE’S the way Albert Hardy, 
Santa Barbara, Cal., tied in 
with national advertising and got 
good results: 
A full page advertisement fea- 
turing the men’s shoes that he sells 
appeared in a popular magazine. 
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It was printed in colors. Hardy 
thought it was a fine advertisement 
and wanted to get the most possible 
good out of it, so he stepped out, 
bought all the magazines of that is- 
sue on several news stands where 
he knew the proprietors. “See 
Page ....” was the stamp he stuck 
on the cover of each, and he asked 
the news dealers to present their 
regular customers with such maga- 
zines with the compliments of Al- 
bert Hardy! 

Did it work? Hardy says it did. 
It is worth something nowadays to 
get the present of a magazine, and 
the stunt was unusual enough to 
start people talking. Furthermore, 
Hardy is pretty sure the great ma- 
jority immediately turned to the 
page indicated by his stamp on the 
cover! It may take a certain type 
of personality in a shoe dealer to 
do this but Hardy is the fellow who 
knows how! 


OP: 


ACK ZELKOWITZ, Monrovia, 

Cal., says, “The shoe retailer in 
a small city on the doorstep of a 
metropolis can hold his own 
against competition if he makes 
himself famous for his fitting. Here 
we are right beside Los Angeles 
with its shoe stores by the hun- 
dred. It would be hopeless to try 
to compete either in price or va- 
riety. I have, therefore, perfected 
myself as a fitter. I have taken 
courses and never quit learning. 

“For a solid year, day after day, 
I ran a foot comfort advertisement 
in the local daily. That was an 
effective stunt worth the money. I 
keep my foot comfort charts on 
the wall by the wrapping counter 
where every customer has to face 
them for a few minutes every time 
he or she buys a pair of shoes. 

“When people learn that a fel- 
low knows his stuff in fitting and 
is interested in their welfare he 
can sell them style shoes and work 
shoes as well as strictly foot com- 
fort shoes. That is the way I keep 
the shoe trade from running off to 
the big city.” 


OF 


I ea Florsheim Shoe Co., Salt 
Lake City, draw customers’ at- 
tention to attractive built-in dis- 











plays of hosiery, garters, shoe bags, 
shoes, slippers and one individual 
boot display by four photos—one 
in each display—of Ted Weims, 
Guy Lombardo, Ben Bernie and 
Jan Garber and their respective 
orchestras. 

“Pictures like these catch the 
eye,” H. E. Sanders, manager, de- 
clared, “and it is surprising how 
much merchandise is sold from 
these displays.” 





DOUBLES POLISH SALES 


"We have doubled our sales on cream 
and shoe pastes by means of an interior 
display rack painted a noticeable red and 
located at the front of our shoe depart- 
ment," declares K. W. Ash, manager of 
the Emporium Shoe Department, Ogden, 
Utah. "This rack is in the form of as- 
cending steps which show all creams off 
to their best advantage. After selling a 
shoe we take the proper cream to be 
used for it to the customer and have 
found that this usually results in sales." 

Shoe cleaner is shown with every pair 
of white shoes sold at Berland's Shoe 
Shop, Omaha, Nebraska. "If we did not 
suggest cleaner with every sale," says 
M. Klein, manager, "we would not sell 
1% of what we do. Those sales are 
nearly all made by suggestion." 

This store not only suggests hosiery to 
the buyer but as the lady pays her bill the 
shoes she has just purchased are laid on 
the counter before her and a young lady 
slips her hand in a pair of matching hose 
and places them in the shoe to exhibit 
their quality and color. "This," says Mr. 
Klein, “will sell hose much more readily 
than merely suggesting them.” 





VERSHOE deterioration held 
to less than 1 per cent a year. 
Sounds impossible, but heads of 
the shoe department at the F. M. 
Light Clothing Co., Steamboat 
Springs, Colo., have maintained 
that average for a number of years. 
The record is made possible by 
keeping held-over stock in a series 
of specially constructed bins built 
next to a cement floor. Here, they 
are kept moist and away from light 
—and yet they are ready for im- 
mediate sale at any time during the 
Summer months. The latter point 
is important, because the severe 
winter climate leads a lot of people 
to buy far ahead of time. 

There is a separate bin for each 
of the following types of rubber 
footwear, located along the floor 
behind one of the main counters 
in the main sales room: fishing 
boots, overshoes, heavy cloth-top 
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arctics, all types of rubber arctics, 
rubber shoes for lumbermen, dress 
arctics and rubbers. 

The exceptionally heavy demand 
for rubber footwear in this region 
makes it necessary to buy heavily 
and sometimes carry over quite a 
bit of stock. Although Steamboat 
Springs has a population of a little 
more than 1000, the Light firm 
alone has sold as high as 1500 
pairs of rubber footwear in a 
single season. 

Although the last few Winters 
have been somewhat warmer, the 
Steamboat region has always been 
somewhat of a miniature “arctic 
circle.” Winter temperatures dur- 
ing many seasons have ranged 
from 40 deg. below zero, down, 
and snow depths from five feet to 
six or more. Obviously, every- 
body has to have overshoes. 


OF! 


NSTEAD of constantly shouting 

price, J. N. Adam & Co. of Buf- 
falo is placing greater emphasis 
upon its complete stocks and size 
ranges to insure complete con- 
sumer satisfaction in its footwear 
department. 

“While price is important to the 
average family whose incomes have 
been curtailed with a corresponding 
reduction in the apparel budget, 
nevertheless we feel that  cus- 
tomers like to know they can be 
properly fitted in a department 
maintaining complete stocks in all 
price, style and size lines,” ex- 
plained Floyd A. Paige, shoe buyer. 

“With this thought in mind, we 
feel our price lines are sufficiently 
broad to cover all normal con- 
sumer requirements so that we 
seek to impress customers with the 
completeness of our stocks.” 

J. N. Adam & Co. reproduces a 
model stock card showing the num- 
ber of pairs in stock of one par- 
ticular range and style starting 
with size 4 in AAAA width and 
running up as high as size 9 in C 
width, in their advertising. 

This chart, it is explained by 
Mr. Paige, quickly impresses a 
customer with the number of pair 
in stock in her particular size even 
if she requires the slowest selling 
size and width, either extreme smal! 
or extreme large. 





ting 
Buf- 
jasis 
size 
con- 
wear 


_ the 
nave 
ding 
lget, 
cus- 
1 be 
nent 
_ all 
ex- 
yer. 
, we 
ntly 
con- 

we 


the 


BOOT AND SHOE RECORDER, 


August 4, 


1934 


Shoe Wholesalers’ Code Meets 
Difficulties of Overlapping 


WASHINGTON, D. C.—The boot and 
shoe manufacturing industry is strong- 
ly opposed to being included under the 
proposed supplemental code of the 
Wholesale Industry for the Wholesale 
Shoe Trade because of the fact that 
most manufacturers sell direct to re- 
tailers, the National Recovery Ad- 
ministration was advised July 27 dur- 
ing hearings here on the proposed sup- 
plemental code. 

A large delegation of shoe manufac- 
turers, including such companies as the 
Brown Shoe Company of St. Louis, Mo., 
Endicott-Johnson Corporation, End- 
icott, N. Y., and the International Shoe 
Company of St. Louis, appeared at the 
hearings conducted by Assistant Depu- 
ty Administrator O. J. Libert, and 
registered a united front of protest 
against being forced to operate under 
still another code. 

It was pointed out that shoe manu- 
facturers already operate under the 
textile, tanners and shoe manufactur- 
ing codes for their various operations, 
and that being included in the whole- 
sale code will seriously disrupt their 
business practices established over a 
long period of time. 

The National Association of Shoe 
Wholesalers, sponsors of the code in- 
tended to supplement the general whole- 
sale code insofar as the needs of the 
wholesale shoe trade is concerned, ex- 
perienced rough sledding from the out- 
set of the hearing. 


Francis B. Masterson, president of 
the association, submitting the supple- 
mental code, admitted under question- 
ing by the Administrator that although 
the Code Committee had sent out ques- 
tionaires to approximately 600 whole- 
salers throughout the country in an ef- 
fort to secure figures to present in sup- 
port of the code, only 51 had replied. 

Judge A. B. Frey, counsel for the 
Code Committee testified and said that 
the shoe wholesalers, as a whole, had 
followed the President’s Reemployment 
Agreement, and expressed surprise 
when the Administrator told him that 
the industry should have been operat- 
ing under the general wholesalers code. 

The manufacturers opened their op- 
position to inclusion in the proposed 
code with testimony by W. E. Tarlton 
of the Brown Shoe Company. 

The manufacturers opposed the so- 
called trade practice provision dealing 
with “return of merchandise.” 

This provision, as proposed in the 
supplemental code, would provide: 

“Merchandise purchased and shipped 
in good faith in accordance with buy- 
er’s specifications may not be returned 
for credit by any purchaser except that 
where goods are received in an apparent 
damaged condition or when they do not 
conform to specifications contained in 
the purchase order, a maximum of 10 
successive days after the receipt of 
such merchandise will be allowed for 
the return of same for credit; provided, 
however, that this section shall have no 





Sale Ads That Sell Style 
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Chisholm’s 
Summer 
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Cool and smart and the best buy of the season! That's what 

awaits every man who comes to Chisholm’s during this great 

a Shoes of lasting smartness in white | ao 
fone tans and A dip '$ most spectacu- 


crepe-soled Jai-Lai 
jes in white, white with color and also in black or 
idths AA to D, sizes to 12. Other stvles at $4.85 
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Shoe stores this year are stressing the style appeal as well as lower prices to clean 


up their stocks of Summer merchandise. 


Here's a well planned men's shoe ad by 


Chisholm, Cleveland, in which lasts, toes and types of footwear are illustrated. 
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application to the return of merchan- 
dise after it has been in the custom- 
er’s possession for more than the said 
10 days’ period. He shall report such 
transaction to the Divisional Code Au- 
thority and certify that his action was 
in accordance with this provision.” 

It was argued that the proposed sup- 
plemental code for the wholesale shoe 
trade would force manufacturers sell- 
ing direct to retailers to use two sys- 
tems, with resultant confusion. 

In addition to adding various trade 
practice provisions to the general 
wholesale code, the supplemental code 
would set up a Divisional Code Author- 
ity to look after the special needs of 
the wholesale shoe trade. 

By reason of the fact that the spon- 
sors of the code have figures represent- 
ing such a small volume of the whole- 
sale shoe business, it is not believed in 
N.R.A. circles here that any further 
action will be taken toward considera- 
tion of such code until such time as 
the Association or its code committee 
can secure the additional information 
required by the Administration. At 
such time there is a strong possibility 
that further hearings may be called. 


Drums and Shoes 


LYNN, Mass.—Post No. 6, American 
Legion, Drum & Fife Corps, has 56 
pairs of new shoes for its 56 members, 
and the same goes for the other Legion 
drum corps that are flourishing here- 
abouts. As Will Rogers remarked: 
“Get up a parade. Make ’em wear out 
shoe leather.” 


Hosiery Is More Than a 
Side Line 
[CONTINUED FROM PAGE 20] 


erly displayed, they say, “Take me 
home, you want me,” instead of just a 
cold “Buy Me.” 

The display inside the shop should be 
delegated to and executed by someone 
with a good color sense, so that proper 
shades are placed where they blend to 
their best advantage. This also applies 
to window display. An understanding 
of the human side of color by the sales- 
man will help materially in assisting 
the customer with his selection of the 
color and pattern, according to his type. 

Color preferences can often be judged 
by the color of eyes and hair, or the 
clothes worn. Invariably the brunette, 
with brown eyes, will like brown and 
its complements, while the blue or grey- 
eyed individual leans towards greys, 
blues, ete. Hose sales may be increased 
if properly introduced. Every hose sale 
is an additional profit. 

Frequent purchases and changes in 
your stock keep your sales force and 
your customer interested. 

A word about sizes. Most men will 
always ask for a size smaller than they 
need, which always results in unsatis- 
factory wear. A size card posted in a 
conspicuous place assists greatly in ob- 
viating this difficulty and a word from 
the salesman calling attention to this 
fact will be helpful. 
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N. S. R. A. Chairmen 


Retail Service Committees 


Arbitration Committee 


F. E. Ballou, Chairman 
F. E. Ballou & Co. 
Weybosset & Eddy Sts. 


Providence, R. I. 


By-Laws Committee 


Edwin P. Hahn, Chairman 
c/o Wm. Hahn & Co. 
7th & “K” Sts., N.W. 

Washington, D. C 


Trade Relations & Conference 
Committee 


Arthur E. Ebbs, Chairman 
c/o Swope Shoe Co. 
Olive at 10th St. 
St. Louis, Mo. 


Legislative Committee 


A. H. Geuting, Chairman 
A. H. Geuting Co. 
1308 Chestnut St. 
Philadelphia, Pa. 


Grievance Committee 


George Hess, Chairman 
N. Hess & Sons 
8 E. Baltimore St. 
Bal i re, Md. 


Insurance Committee 


H. C. McLaughlin, Chairman 
c/o Potter Shoe Co. 
24 E. Sth St. 
Cincinnati, Ohio 


Rubber Committee 


Chas. E. Williams, Chairman 
C. E. Williams Shoe Co. 
6th & Franklin Sts. 

St. Louis, Mo. 


Publicity Committee 


Jesse Adler, Chairman 
215 W. 125th St. 
New York City 


Code Commiftee 


A. H. Geuting, Chairman 
1308 Chestnut St. 
Philadelphia, Pa. 





What is “Reasonable Rent?” 


An Association Study and Research 


THE rental situation among retail shoe 
stores has been very critical for the 
past few years, and our Association has 
made considerable effort to get at the bot- 
tom of the trouble, in order that it might 
advise some steps for the solution of the 
matter. 

For the past two years the common cost 
of rent has been approximately 6 7/10 
per cent of the total sales—nearly three 
times what it was in 1919 and nearly 
double the cost in 1923. If retailers had 
not secured reductions during the past 
season, there is little doubt that rents 
would have been at even higher heights 
than they are now. There is a pressure 
being put on now by landlords to increase 
rentals—but it should not succeed. 

In the signing of a lease there are 
many factors to be considered. The fore- 
most is perhaps the retailers’ “capacity to 
pay,” and the landlord’s right to a proper 
return on his investment. The trouble 
has been, during the past few years, in 
the variability of the “capacity to pay,” and 
the ability with which the landlord has 
been able to boost and reboost his rates. 
The landlord’s “proper return” has devel- 
oped into an improper return, for he has 
demanded at every occasion as much as 
he could get away with. 

The retailers’ “capacity to pay” has 
been on the decline, and the seeming 
rights of the landlord have caused a criti- 
cal situation. Although the factors are 
colored by what the retailer would have 
to pay elsewhere, and by what the land- 
lord could get from someone else, in recent 
years these factors have not been of such 
importance, for the number of lessees have 
been on the decline, and opportunities for 
new businesses have been few and far 
between. 

To bring about a harmonious arrange- 
ment between retailer and landlord has 
been decidedly difficult, because of the 
hectic shape of economic affairs. The re- 
action to high rentals, however, and to 
short and long-term leases has demanded 
that there be some refuge against turbu- 
lent times—some means of variable rents. 
And to this purpose percentage leases have 
seemed well adapted. 

We sent out for information on_per- 
centage leases two weeks ago, and are 
awaiting the moment when we can compile 
the benefits and disadvantages of percent- 
age leasing. Please send in your experi- 
ences in percentage cases. When this 
material arrives, we shall be able to de- 
termine the full possibilities of such a 
system, but at present the percentage idea 


is one that pleases not only the fancy, but 
a.so the situation, for if rents were based 
cn the retailer’s income he should be able 
to satisfactorily handle the fluctuations of 
yearly and seasonal economic trends. It 
is of advantage also to the landlord, for 
he can secure for himself a tenant at all 
times. 

Under the present situation of restrict- 
ing leases, it is quite difficult for adjust- 
ments to be made, as time progresses. 
The legal and ethical factors of the present 
arrangement are continually under strain. 
for the retailer often wonders what basic 
right he has ts ask for an adjustment in 
rent . . . while his lease, signed in good 
faith, is still in force. If values had gone 
up instead of down, he certainly would 
never entertain the proposition to pay an 
increase in rent voluntarily. He gambled 
on his continual ability to pay a specific 
rent, but how was he to know what the 
coming months had to offer? 

Such problems, and many others _per- 
taining to the rent problem, are solvable 
when it is possible for the fixed cost of 
rent to become flexible and variable to the 
retailers’ sales income. 


We are suggesting in the following table . 


the “Reasonable Shoe Store Rents.” These 
estimates are based upon the percentage 
of-rents to total sales, and although the 
table is tentative and suggestive, it may 
be of considerable help to the merchant 
in the determining of the rate of his new 
lease. The table is of especial value if 
the retailer is able to make an arrange- 
ment with his landlord for percentage 
leasing. 


REASONABLE SHOE STORE RENTS 


Population Satis- 

_o Town Low factory High 
Under 10,000..... 2.5% 3.0% 4.0% 
ED. 65980: dain 4 2.5 3.5 4.5 
So h0.0: sFeveco%e-6 3.0 4.0 5.5 
a a 3.5 4.5 6.0 
eee 4.0 5.0 6.5 
300,000 2... ccc5 4.5 5.5 7.0 
Above 300,000.... 5.0 6.0 7.5 


The above table should be of value to 
the retailer, and if the retailer, instead 
of battling time and time again during 
the year for reduction in rentals whil 
under a strict lease, should battle instead 
for a rental plan based on a percentag: 
‘basis. . . . We believe that much of the 
discord in the retailer’s rental set-up 
could be eliminated. We believe, also. 
that when such a plan is more universally 
adhered to, the landlord will get his 
proper return on his investment; the re 
tailer will have the “capacity to pay,” and 
the public in general will be better served. 








"An association serving the best interests of the retail shoe trade and the 
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Association 


Service Center For Retailers 
3022 Empire State Building, New York 
JOHN J. HOLDEN, Manager 





RETAIL TRADE FLASHES 


With becoming modesty we want !o 

tell you that this year’s administra- 

tion of N.S.R.A. affairs has been direct, 

dynamic, and effective and a N-E-W 

D-E-A-L-e-r philosophy has been impressed 

upon the industry from the tanner to the 

merchant that— 

‘industry cannot prosper except over the 

fitting stool in the retail shoe store.” 

The National Shoe Retailers’ Associa- 

tion is making some lusty strides in its 

23d year of service to shoe retailers: 

Step 1—Vigorous protection of shoe mer- 
chants’ interests. 

Step 2—WMilitant legislative action. 

Step oe attention to tax mat- 
ers. 


Step 4—Your Association founded and 
continues its leadership of semi- 
annual Joint Style Conference. 


Step 5—Issues style reports and advance 
rograms on men’s, women's and 
uvenile shoes. 

Step 6—Approves the color trend. 

Step 7—Conducts the greatest annual 
convention of any retail indus- 
try in America. 

Step 8—Corrects internal trade abuses. 

Step 9—Initiates arbitration between 
sellers and buyers. 


Step 10—Offers 25 per cent savings to 
members through N.S.R.A. store 
insurance. 


* * 


Hobble, hobble, hobble . . . Your Asso- 
ciation is aroused to the danger of the pub- 
lic wearing sleazy, sloppy sandals and then 
expecting them when Fall comes around 
to step into old shoes when feet have 
swelled and spread and become tender. 
We see an opportunity for every merchant 
to render a professional service fitting 
stool .to correct the Summer foot abuses 
and to prepare feet for the walk and work 
service of the Winter. 

a * m 


Are you a retailer or an opportunity 
juggler? To be worthy of the name retail 
shoe merchant you should ever endeavor 
to sell good shoes in good service to the 
pleasure of the pedestrian and perhaps to 
the prestige of your purse .. . for be it 
known to the country over that there is a 
quality movement afoot. 

* * * 


The “Heathen Chinese” has quit her 
habit of binding her feet, but our friends, 
the chiropodists and podiatrists (have you 
one in your store?) tell us that short fitted 
hose is almost as responsible as the shoe 
for foot troubles. 

* * * 

Aug. 15 marks the opening of the 

new Fall Shoe Season to the consumer, and 





industry in its entirety." 


you should feature shoes of quality and 
character. Let every one of us push the 
movement to “date the Fall season.” The 
public has more free money, for fashion 
needs, to spend in August than any other 
period in the year, so lengthen the selling 
period. Start Aug. 15—offer the brisk 
styles of the moment. Intrigue customers 
with new talking points on new merchan- 
dise. Talk it over with the shoe mer- 
chants in your community for this is one 
promotion that you can’t do alone. You 
need the friendly cooperation of every shoe 
store in the town—showing new shoes in 
their windows and new copy in their 
advertisements and new interest in click- 
ing the cash register. 

Part of the dating the season plan is 
to stimulate the merchants to greater effi- 
ciency, and it is recommended that odds 
and ends of groups of Summer shoes, 
wherein size runs are incomplete, and all 
numbers that are not to be reordered next 
Spring be disposed of at whatever price 
they will bring, prior to Aug. 15. 


ARTHUR E. EBBS 
Chairman 
of the Trade Relations and 
Conference Committee 
Mr. Ebbs is chairman of the active 
and important Trade Relations 
and Conference Commitee. Heo, 
as well as the chairmen of all the 
other N.S.R.A. committees, arc 
always at the call of the members 
for counsel and guidance. Are 
you making full use of them? Yois 
can contact them at any time and 
receive immediate and expert 
attention. 


ih a ie ie i ee a a a a et a 


The United States collected $258,911,332 
in liquor tax for six months. This is con- 
crete evidence that the public has money to 
spend to support the liquor industry. As 
retailers of shoes we should be selling a 
better grade product—for the public has 
the money to spend. 


x *& * 


According to a recent editorial in the 
Boot anp SHOE Recorver by Arthur D. 


Anderson—“If hides were free and deliv- 
ered to the door of the tanner, they wouldn’t 
make a difference of ten cents a pair on 
$3.00 shoes and twenty-five cents a pair on 
$6.00 shoes and up. So, all the smoke of 
the past week that the cattle kill will glut 
the hide market must be taken with a few 
puffs of common sense.” So it is up to the 
retailers to avoid hesitancy in buying, by 
avoiding alarmist newspaper headlines and 
by buying strictly to their needs. 





RETAILERS ASSOCIATION. 
Firm Name 
Voting Member 


Street Address 





APPLICATION FOR MEMBERSHIP 


National Shoe Retailers Association 
3022 EMPIRE STATE BUILDING 
NEW YORK CITY 


Dues payable in advance $5.00 annually, plus $2.00 for each addi- 
tional store operated in the same or other cities. 








































USTOMERS come into your store to look at shoes. But next 
to their shoes they see your carpets. 

Take no chances on what they will see. Replace old faded car- 
peting now. Get rid of the worn spots by the front door and before 
your customer chairs. Invest in lasting new beauty for your floors 
by covering them with Mohawk Carpets. 

You don’t have to think too much about cost. It is surprising 
how moderate in first cost Mohawk Carpeting is. Even more im- 
portant is its final economy. Mohawk Carpet is woven for wear. 
Only imported Virgin wools, and only the fastest-color dyes, 
are used. Installations in hotels and public places of many kinds 
testify to its durability and uphold the claim that it is an econo- 
mical investment. 

There are scores of Mohawk Carpetings to select from. Rich, 
soft, plain colors and figured patterns to fit harmoniously into 
any interior. They come in all weaves—Chenille, Wilton, Axmin- 
ster and Velvet—woven with the skill possible only with a manu- 
facturer like Mohawk, with nearly 100 years’ experience in 
producing rugs and carpets in every grade.and price range. 

Let a Mohawk Carpet Specialist help you select carpeting for 
your special needs. For this free Advisory Service, address “the 
nearest Mohawk Sales Office listed below, or Mohawk Carpet 
Mills, 295 Fifth Avenue, New York City. 

































REGIONAL SALES OFFICES 






ATLANTA CHICAGO DENVER DETROIT 
BOSTON DALLAS DES MOINES SEATTLE 
i PHILADELPHIA LOS ANGELES SAN FRANCISCO ST. LOUIS 





1934, Mohawk Carpet Mills, Inc. 
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More Style in Men's 
. Windows 


[CONTINUED FROM PAGE 28] 


Obtain some of the skins of these new Fall leathers 
and show them in your windows with swatches of woolen 
fabrics, along with finished shoes in the same leather. 
Such displays are interesting enough to attract attention 
and help to educate the customer along the line of style 
co-ordination, which should result in increased sales. 

Make it a point to show the attractive new Fall styles 
in hosiery and other shoe store accessories in your 
men’s shoe windows. Many men’s shoe stores fail to 
appreciate the real profit possibilities that are to be 
found in hosiery. Other stores sell hosiery in a more 
or less half-hearted way, and make no effective effort 
to promote it in such a manner as to build a profitable 
business. Almost without exception, it seems, the 
men’s shoe stores that do a really worth-while business 
on hosiery can trace their success to good displays. 
both in the windows and inside the store. 

The explanation of this lies in the fact that hosiery 
is an item which lends itself especially well to sugges- 
tive selling. Men buy hose when it is brought to their 
attention, and they are particularly receptive when 
buying shoes. If they see hose constantly displayed 
in your window, and if the salesman tactfully brings it 
to their attention when they have purchased a pair of 
shoes, they will usually react favorably to the sugges- 
tion and come to think of the shoe store as a natural 
and logical place to buy hose. But if you merely 
“carry” socks, without making any special effort to 
display or sell them, this business is more than likel; 
to go to the men’s furnishings shop, where hosiery is 
constantly displayed and the salesmen are always on 
the alert to suggest it to men buying shirts, neckties or 
other merchandise. 

The same is true of shoe trees, men’s slippers and 
practically all of the other “extra items” sold in the 
men’s shoe store. Give them a place in your windows 
and you will not only increase their sales possibilities 
but greatly enhance the interest and attractiveness of 
your shoe displays. 


—_——— 


Impulse to Be Early 


[CONTINUED FROM PAGE 22] 


So you see, the theory of a long season—Aug. 15 to 
April 15—in which the public becomes distinctively 
smart again, has the merit of practical good sense in 
merchant philosophy. The “half-nudist” stage and the 
“white wave” may have their economic effect on the 
lack of profit in merchandise for the Summer season 
in quality stores. That season is now fading fast under 
the torrid sun. 

Weather or no weather, hot or cold, the fashion im- 
pulse to be early gives promise of a good start to the 
shoe parade Aug. 15. 
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NATIONAL NEWS 


What's Doing In the Shoe World 


SATURDAY, AUGUST 4, 


1934 





Elmer J. Bliss, Jr., Elected President, 
Regal Shoe Co. 


ELMER J. BLISS, JR. 


NEw YorK—At a meeting of the 
board of directors of the Regal Shoe 
Company, Elmer J. Bliss, Jr., was elect- 
ed president of the company—a signal 
honor for one of the younger genera- 
tion of shoe executives. Elmer J. Bliss, 
Sr., founder of the business, was elected 
chairman of the board. 

E. J. Bliss, Jr., was born into a life of 
shoes. His early environment, train- 
ing and ambition was to play a part 
in the shoe business. Following along 
in his father’s footsteps all these years, 
prepares him to step forward as leader 
of the business with a well-rounded 
knowledge of the responsibilities ahead. 

During his school and college years 
he took numerous trips with his father, 
inspecting Regal shoe stores in various 
parts of the country. So that his busi- 
ness and shoe education was pretty 
well advanced before he prepared for 
college at Middlesex School, Concord, 
Mass. He had the honor of being Ivy 
Orator in the class of 1926 at Harvard. 

His first regular job with the com- 
pany, when he left college, was as a 
junior salesman in a San Francisco 
Regal store. He wanted to, work out 
his own salvation, in his own way, and 
thought that being the president’s son 
might be more of a handicap than a 
help. But he worked and plugged his 


way up to manager of this store and 
then became Coast district-manager. 

Following this experience at retail, 
he asked to be transferred to Whitman, 
Mass.—to get a more intimate knowl- 
edge of manufacturing. His next step 
was into the.sales department as an as- 
sistant sales manager. His interest in 
style and promotion led to his being 
sent to London, Paris and European 
centers to select styles that he thought 
would appeal to the American public. 
His experience ahroad in the purchase 
of leathers, lasts and custom boot- 
makers’ shoes served as the basis for 
the Regal “compare promotion.” 

During the last five years he per- 
sonally inspected every Regal Shoe 
store from coast to coast. In 1933, 
when the general offices moved to New 
York, he was elected vice-president and 
general chairman. 


DATES TO REMEMBER 


25th Annual Outing, Buffalo Shoe Re- 
tailers Ass'n., Orioles Patrol Home, 


Illinois Shoe Retailers Association Con- 
vention, Lincoln-Douglas Hotel, Quincy, 
|| Si on eS Aug. 19, 20, 
New York State Shoe Retailers’ Annual 
Convention, Hotel Statler, Buffalo 
Sept. 9, 10, 
National Industrial Stores Association 
Annual Convention, Wm. Penn Hotel, 
Pittsburgh, Pa. Sept. 10, 11, 12 
N.S.R.A. Style Conference, Hotel Astor, 
New York Sept. 24, 25 
Spring (1935) Leather Opening, Hotel 
Astor, New York Sept. 24, 25 
National Shoe Retailers’ Association An- 
nual Convention (city to be announced 
later) Jan. 6, 7, 8, 9, 1935 
National Seasonal Opening, National 
Boot and Shoe Manufactures Asso- 
ciation, St. Louis, Mo... .Jan. 7, 8, 9, 1935 
Northwestern Shoe Retailers Regional 
Association Annual Meeting, Hotel 
Radisson, Minneapolis, Minn., 
Jan. 13, 14, 15, 1935 
Michigan Retail Shoe Merchants An- 
nual Convention, Hotel Pantlind, Grand 
Rapids Jan. 20, 21, 22, 1935 
Middle Atlantic Shoe Retailers Associa- 
tion (city to be announced later), 
Jan. 21, 22, 23, 1935 


In his new position he has the re- 
spect, confidence and cooperation of 
every man in the organization. 


Merdes with Lane Bryant 


New York+-Henry Merdes, Jr., re- 
turns to shoe buying and merchandis- 
ing and takes over fourteen shoe de- 
partments for Lane Bryant, who have 
stores in New York, Chicago, Phila- 
delphia, Detroit, St. Louis, Baltimore 
and Brooklyn. 


HENRY MERDES, JR. 


The past four years Mr. Merdes has 
been with the Vulean Corporation as 
stylist and sales manager. His former 
positions have been with F. & R. 
Lazarus & Co. of Columbus, Ohio, as 
buyer of women’s shoes; buyer and 
manager of Queen Quality stores in 
New York; buyer of women’s and 
children’s shoes for Stern Bros. of New 
York; manager of I. Miller’s 42nd 
Street store; manager and buyer for 
Regal Shoe stores. 

Mr. Merdes is a Columbia University 
man and his shoe. buying, merchandis- 
ing and last experience qualifies him 
for his new position. 


W. C. Thompson Resigns 


DETROIT, MicH. — W. C. Thompson, 
basement buyer for the J. L. Hudson 
Co. store for the past twelve years, has 
resigned his position. Plans for the 
immediate future are still in the forma- 
tive stage, Mr. Thompson states. 
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This ‘short-cut’ loca- 
tion saves Time and 
Money in New York..° 


The Piccadilly is “close to every- 
thing.” Ninety per cent of your 
calls are within a few minutes’ 
radius of this new hotel, and its 
short-cut location will save time 
(and taxi fare) in covering the 
town. 


And when you need relaxation, 
you are right in the center of thea- 
tres and amusements... to say 
nothing of the Piccadilly’s own 
“Silver Lining” Cocktail Room... 
Perfect. De luxe dinner with 
dancing in the Georgian Room. 


The Treasurer himself will ap- 
plaud your keen sense of values 
in choosing this hotel, where com- 
fortable rooms and delicious meals 
are bargains. 


RATES FROM 


fi | 


ROOM WITH BATH 
_ 450 Outside Rooms 


Hotel 


PICCADILLY 


45TH STREET, WEST OF BROADWAY 
W. STILES KOONES, Managing Director 
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The 
Selling End 


Billy Hootkins on Vacation 


CHICAGO, ILL.—Billy Hootkins, popu- 
lar Texas salesman for Freeman Shoe 
Corp. of Beloit, Wis., is spending his 
vacation period in Chicago with rela- 
tives, and on Aug. 13 goes to Beloit to 
participate in the company’s salesmen’s 
convention, at which the spring line-up 
will be shown. 


New Children's Line 


FitcHBurG, Mass.—Lee Briggs, of 
the Fitchburg Shoe Co., which recently 
started here, has developed a new line 
of light and dainty shoes for misses 
and children, the shoes being sewed, 
the soles being of a special selection of 
light weight leather, and the heels of 
wood or leather as may be desired. The 
lasts are a combine of style and health 
lines as do some lasts of the adult 
trade, and the patterns are of the 
dressy type suitable for misses and 
children to wear. The idea is to pro- 
vide children with shoes that feel good 
as well as look good. 


About People 


On Buying Trip 

SaLt LAKE City, UtaH—Steve Huff, 
manager of the Keith O’Brien Shoe De- 
partment, 56 East Broadway, left July 
14 for a two weeks trip—combined bus- 
iness and buying—going first to the 
“home town” in Iowa, then to Chicago 
and St. Louis, where he will do his Fall 
buying. 


Advocates Advertised Brands 


SALT LAKE City, UTAH—“We believe 
that any shoe department handling 
hosiery is wise to confine itself to a 
brand or brands which are nationally 
advertised, contain the manufacturer’s 
stamp and are guaranteed,” says H. 
D. Farrington, manager of Speicher’s 
Economy Store. “Not only does the 
nationally advertised hosiery simplify 
selling problems, but it also saves val- 
uable time, since customers are ac- 
quainted with these brands and find 
few questions to ask regarding guar- 
antees and other such things.” 


Honored by Gov. Ritchie 


BALTIMORE, Mp.—William D. Byron, 
Hagerstown, Md., a member of the 
Maryland State Senate, vice-president 
of the W. D. Byron and Sons Company, 
Williamsport, Md., leather manufac- 
turers, and a director of the Hagers- 
town Shoe and Legging Company, has 
been appointed a member of the Mary- 
land State Roads Commission. The ap- 
pointment was made by Governor Al- 
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New Shoe Findings Firm 


New YorkK.—A new firm for the dis- 
tribution of ornaments and findings to 
the shoe trade has been formed by Syd. 
Osman and A. Charriper, with offices 
and showroom at 438 Marbridge Build- 
ing. Osman is well known to the local 
shoe trade, having formerly managed 
the sales office and showroom of Cato- 
lite Novelty, Inc., shoe ornaments, at 
113 Fourth Avenue, New York, N. Y.., 
and he still retains the position of sales 
representative of that firm. 


Sabine Joins Teeple Organization 


WAUPUN, Wis.—C. A. Sabine, well 
known in the men’s shoe world, has re- 
cently joined the Teeple Shoe Company 
of Waupun, Wis., taking full charge 
of factory operations. 





C. A. SABINE 


This concern recently introduced a 
new line of men’s shoes to the trade 
which is meeting with marked success. 
They will also continue to promote 
their line of boys’ footwear which has 
been their favorite specialty for so 
many years. 

Mr. Sabine was brought up in the 
Brockton, Mass., men’s shoe district 
and was actively associated with Whit- 
man & Keith Company and Charles A. 
Eaton Company. He is a man of wide 
knowledge and experience in the men’s 
and boys’ shoe business. 





Appointed Footwear Expert 


SEATTLE, WASH.—M. Lee Silen has 
been appointed to look after the foot- 
wear needs of entrants in Seattle’s an- 
nual walking marathon around Lake 
Washington, on July 27. Several thou- 
sand men and women are expected io 
participate in the walking marathon. 
Mr. Silen, as official footwear expert, 
has been busy with advice and couns«! 
at his store on Stewart Street. He has 
recommended a very thick soled tennis 
shoe as best for the long hike in which 
$600 in cash prizes will be given to the 
men and women winners. 
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Trade 
Doings 


Shoe Men Play Golf 


New YorK — The Shoe Merchants 
Council, Incorporated, of Greater New 
York held its annual golf tournament 
on Tuesday, July 24, at the Old Belle- 
claire Country Club, Bayside, Long Is- 
land. 

Assembling at 9:30, the members 
were taken to the club in time to play 
nine holes before luncheon. Afterward 
the golfing members started out in four 


foursomes and a twosome. Two prizes 
were offered, one, consisting of a dozen 
golf balls presented by the Belleclaire 
Club, for the lowest gross score, and 
the other, consisting of a pair of golf 
shoes presented by John Laycock of 
Hanan & Son, for the lowest net score. 

The first foursome included Max 
Bernstein, club champion of Belleclaire, 
and Messrs. John R. Laycock, John 
Holden and Andrew Geller. The sec- 
ond foursome consisted of Everitt B. 
Terhune, William M. LeBrecht and 
Jesse and Herbert Adler. In the third 
foursome were A. Kohn, Jack Ahlheim, 
Jacques Hirsch and Percy Hart, and 
the fourth M. M. Greenberger, Jack 
Liebowitz, Herman Triebitz and Dr. 
Collins. The twosome consisted of 
Samuel Pick and Mr. Mahoney. 

The non-golfers amused themselves 
with a hard-fought game of pinochle, 
with everybody winning, the players 
present being Max Deutsch, Gus. Pick 
and Sol Lowe. 

With the return of the golfers, the 
posting of scores showed that Max 
Bernstein, with a card of 82, won the 
golf balls for low gross score, while 
Herbert Adler, with a gross of 90, 
handicap of 26, net of 64, won the golf 
shoes. 

With ideal weather, the tournament 
proved a most enjoyable affair. 


Obituary 


Veteran Douglas Salesman Dies 


BROCKTON, Mass.—Thomas L. Ken- 
dall, for many years a member of the 
sales force of the W. L. Douglas Shoe 
Co., Brockton, died Friday, July 20, 
following a brief illness, at the home of 
his brother-in-law, Herbert L. Tinkham 
of Buzzards Bay, Mass. Mr. Kendall 
for years represented the Douglass 
Company in West Virginia, New Jersey 
and Washington, and more recently in 
southeastern Massachusetts, Rhode Is- 
land and Connecticut. He is survived 
by his wife and son, Captain Donald 
Kendall of the United States Marine 
Corps. 





PANCO STA-TITE’S 
EXCLUSIVE FEATURES 
Sell More Shoes 








wv’ 


a i a pi dnd 
i a de ie ie od 


A wire mesh, em- 
bedded in the 
very base, holds 
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Enlarges Shoe Sections 


GLENDALE, CAL.—The Famous De- 
partment Store has doubled the size of 
the children’s shoe department and en- 
larged the women’s shoe department 
by one-third. H. Smith, manager, 


states the enlargements have been 
made necessary by continuous increases 
in sales volume. 





BOOT AND 


A. L. Sendall 


THIENSVILLE, Wis.—A. L. Sendall, 
who sold the Kali-Sten-Iks line of chil- 
dren’s shoes for Gilbert Shoe Co. of 
Thiensville, Wis., in California terri- 
tory died June 26. Mr. Sendall had 
been with Gilbert Shoe Co. for the past 
seven years and he had a large ac- 
quaintance and many warm friends 
among the retail shoe merchants of the 
Pacific Coast. 


Store 
Changes 


New Albany Store 


ALBANY, N. Y.—Newspapers in this 
city recently carried advertisements 
announcing the opening of a new “Foot 
Health Headquarters” at 21 Steuben 
Street on July 18. This store succeeds 
Maxson’s Foot Health Headquarters, 
which was closed following Mr. Max- 
son’s death. 

The complete lines of Ground Grip- 
per, Cantilever and Physical Culture 
children’s shoes will be carried. George 
C. Blair, formerly manager of Max- 
son’s, has been appointed manager of 
the new store, which will follow the 
policy of other “Foot Health Headquar- 
ters.” This consists of featuring dif- 
ferent types of orthopedic shoes for dif- 
ferent types of feet. 


Cultivates Children's Business 


COLORADO SPRINGS, CoLo.—Children’s 
shoes occupy one entire showcase in 
the very front of the store at the Wulff 
Shoe Co., Colorado Springs, Colo., and 
managers trace an exceptional chil- 
dren’s business in a good measure to 
this fact. 

The special case contains a varied 
representation of shoes and hosiery for 
youngsters. The purpose is to give an 
idea of the completeness of the stock in 
all types of children’s shoes. 

“Children’s business is something 
well worth having,” says manager 
Frank Wulff. “It’s directly profitable, 
and in addition it acts as a feeder to 
the other departments. When parents 
are completely satisfied with footwear 
for children, they often do their own 
buying at the same place. 

“But, this trade is something. that 
has to be gone after just as consistently 
as adult business. Because of the 
smaller potential demand, it often isn’t 
profitable to devote a great deal of win- 
dow space or advertising to the line, 
but something must be done to let 
people know you have a complete line 
of children’s shoes. The front case 
serves that purpose. No adult cus- 
tomer can fail to see it as soon as he 
enters the store.” 
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Remodels: Store 


SPRINGFIELD, Mass.—Smith’s Shoe 
Store at 491 Summer Avenue is being 
remodeled and given a new front pre- 
paratory to reopening Aug. 15, after 
being closed for four months. A. Smith 
will conduct the business, as formerly. 





To Enlarge Juvenile Section 


SPRINGFIELD, Mass.—Albert Steiger 
Company will reorganize and enlarge 
by 25 per cent its children’s shoe de- 
partment on the third floor of its 
department store here. The new space 
will be in the center of a large area 
devoted entirely to children’s goods, 
and all cabinets, shelvings and tables 
will be low so as to afford free view 
of the various departments. All fur- 
nishings will be in light tones, with 
colored decorative studies appealing to 
children used to embellish the furnish- 
ings. Changes will be completed in 
advance of school opening. 





Providence Store to Move 


PROVIDENCE, R. I.—The G. R. Kinney 
Co., Inc., for some time located at 235 
Weybosset St., is to move about the 
middle of August to a larger and fincr 
location at the former Walk-Over Shoe 
Store location on Westminster St. 
Albert Fineberg, manager, states that 
the store is being entirely renovated to 
allow for a men’s department on one 
side of the store and a women’s section 
on the reverse side. 





Harrison Bros. Enlarge 


Montclair Store 


MontTcuair, N. J.—Harrison Broth- 
ers, owners of shoe stores in East 
Orange, South Orange and Montclair, 
have completed enlargment of their 
Montclair store at 538-540 Bloomfield 
Ave. The firm took over a store next 
to their original location, combined the 
two places and now have more than 
doubled their floor space. Concurrent 
with the opening of the enlarged store, 
the Harrisons have adopted the 2 p. m. 
Saturday closing for the Summer 
months. 





Moves to Enlarged Quarters 


COLORADO SPRINGS, CoLo.—The Felt- 
man and Curme store moved to greatly 
enlarged and improved quarters at 1 
South Tejon. Constructed throughout 
under a new type of design the com- 
pany is trying out at various points, 
the new store here is now one of the 
most modern in the chain. The front 
is a beautiful combination of aluminum 
and black vitriolite. The windows are 
decidedly modernistic. The hosiery 
most attractive features. The new 
quarters, which have 36 chairs, just 
about double the old space. Store 
cases, also modernistic, are one of the 
manager is D. M. Barrett. 
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Wright Institute Extends 





Training Course 


ROCKLAND, Mass. — Retailing is a 
combination of both shoes and selling 
and every effort to increase efficiency at 
the fitting stool is an effort in the di- 
rection of increasing prestige to the 
store, pleasure to the customer and 
profit to the annowndll 





= sill MEN BY THESE PRESENTS =a 


of THE ANATOMY OF THE 
Seemed FOOT, CORRECT SHOE CONSTRUCTION 
and. SCIENTIFIC SHOE FITTING oo 29> 
testimony whereof he is awarded this ceifeate of 
"4 GRADUATE ARCH PRESERVER FITTER 
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Arch Preserver Fitter's Certificate 


E. T. Wright & Company plan to 
extend their institute study this Fall 
to the sales staffs of all retailers han- 
dling Arch Preserver Shoes. The 
Wright Arch Preserver Institute was 
launched two years ago for the purpose 
of training the retail shoe salesmen in 
stores carrying Wright Arch Preserver 
Shoes so that a prospective customer 
would be properly sold and properly fit- 
ted. The course, naturally, involves the 
study of the basic principles of retail 
shoe selling and shoe fitting which helps 
the salesmen do a better job in selling 
any line of shoes, although, of course, 
it also includes a great deal of detailed 
information on Wright Arch Preserver 
Shoes and their special construction. 

It was launched in conjunction with 
a three-reel talking moving picture 
which presented A. W. Donovan, the 
managing director of E. T. Wright & 
Company, in a discussion of the market 
for Wright Arch Preserver Shoes; 
Dr. Joseph C. Lelyveld, past president 


of the National Association of Chiropo- 
dists, in a discussion of the anatomy 
and functioning of the feet; Charles 
Henry Brown in a discussion of the 
Wright Arch Preserver principles, and 
Wm. J. Walsh gave a demonstration of 
fitting and selling Wright Arch Pre- 
server Shoes in the store. After the 
movie had been shown, the E. T. Wright 
salesmen outlined the scope and pur- 
pose of the Wright Arch Preserver In- 
stitute in retail selling. 


The Institute was received with 
great enthusiasm from the very begin- 
ning and today more and more retail 
stores are asking for the presentation 
of the movie and discussion of the Insti- 
tute. Some 705 retail sales people, 
representing 260 stores, have already 
enrolled in this course; 151 of these 
salesmen have graduated to date and 
there are a considerable number who 
are now at work on the examination. 

Each salesman, after he is finished 
with the course and has sent in his ex- 
amination papers, receives, if he passes 
the examination, a certificate qualify- 
ing him as a graduate Wright Arch 
Preserver Shoe Fitter. He also receives 
an attractive lapel button to identify 
him as a specially trained man. 


Alfred W. Donovan, starting the 
third year of the Wright Arch Pre- 
server Institute said: “It has been one 
of the ideals of my long business life 
to be able to help the shoe salesman to 
make of himself a better salesman and 
a better shoe fitter because on “the 
shoulders of the men at the fitting stool 
rests the future of the entire shoe in- 
dustry. The Institute goes beyond be- 
ing a selfish gesture to get more Wright 
shoes sold. It is a contribution to the 
betterment of service to the public 
through the shoe stores of this coun- 
try.” 





Whats 
Selling 


Fall Season, and Suedes 


CLEVELAND, OHIO.—J. V. Murphy, 
women’s shoe buyer at the Higbee Co., 
looks for a good business this Fall, but 
he believes that too many merchants 
are inclined to rush the season. By so 
doing, they deny themselves the oppor- 
tunity of increasing their Summer sales 
and clearing their shelves. Mr. Mur- 
phy expects to sell Summer shoes right 
up to Aug. 10 and he will not show 
his Fall line until that time. This 
means he will not be starting his Fall 
drive until two weeks after the date 
of last year’s opening. 

This buyer advises that he looks for 
suedes to be in heavy demand in Au- 
gust and September selling. During 





these early months, he believes that 
about 35 per cent of sales will be in 
black suede, 25 per cent in brown suede, 
15 per cent in brown kid, 12 per cent 
in black kid, about 8 per cent in fabrics, 
and 5 per cent representing all others. 


Seal Grains for Fall 


MILWAUKEE, WIS.—Grain leathers in 
the new Fall line of the Nunn, Bush & 
Weldon Company are taking well, ac- 
cording to E. C. Dallman, assistant to 
J. C. Johnson, secretary and sales man- 
ager. Genuine seal grain and imita- 
tion black are meeting with a good 
reception. Dark brown is also show- 
ing considerable strength, with black 
far in the lead, says Mr. Dallman. 

The Milwaukee plant of the Nunn, 
Bush & Weldon Company is running on 
a full schedule at present. The Edger- 
ton, Wis., plant, opened almost two 
months ago, is also operating at ca- 
pacity. 
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YOU GET $14.40 
CABINET INCLUDED 





This attractive little Excel-Pac Cabinet 
is making extra profits for shoe stores. 
It stands only 1144 inches high—is of 
modern design in walnut. It’s a beauty. 
It contains 4 dozen pairs of women’s 
and 2 dozen pairs of men’s Excellaces 


(colors optional). Laces are attrac- 
tively displayed, yet absolutely pro- 
tected from dust. Even your clerks 
need touch only the pair actually sold 
when Excel-Pac Cabinet is used. Cab- 
inet and laces cost but $3.75 and the 
laces return $14.40. Cabinet can be 
refilled and used indefinitely. 


If your jobber cannot supply you 
with the Excel-Pac Cabinet and 
laces, use the coupon. 


PORTSMOUTH, OHIO 


Ship us the above lace assortment 
with cabinet, at $3.75. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
infants’ Soft Soles...0-3 
Intermediates ....... 1-5 
Flexible Hard Soles. .2-8 

Send for In-Stock 
Catalog 
MRS. DAY’S IDEAL BABY 
SHOE CoO. 
Leeust St. Danvers, Mass. 
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Correction 


In an article in the July 14 RECORDER 
entitled “A Shoe Store in Radio City,” 
it was erroneously stated that Irving 
Jacobson, proprietor of the new Jay 
Mode Shop, had operated a store for 
22 years at 104 Delancey Street. While 
he has been in the shoe business for 
22 years, Mr. Jacobson has been operat- 
ing at the Delancey Street location only 
four years. Before that he was in busi- 
ness in Essex Street. 

Mr. Jacobson explains that his new 
store in Radio City was opened because 
he felt that this location offered a fa- 
vorable opportunity for expansion of 
his business. The Delancey Street store 
is showing a satisfactory and steadily 
increasing volume of sales. 


Shoe Prices Lower 


Boston, Mass.—‘Some of the larger 
manufacturers of medium priced shoes 
are understood to have made downward 
revisions of from five to ten cents a 
pair within the past two weeks,” says 
the Boston News Bureau. 

“Primarily these reductions are in 
response to a level of prices of hides 
and skins somewhat under a year ago, 
and are also designed to stimulate sales 
of volume producers. 





BOOT AND 


Hows 
Business 


Reports Good Sale Volume 


Kansas City, Mo.—Ivan E. Cox of 
| the Dr. A. Reed Cushion Shoe Com- 
| pany, says that business has been very 
satisfactory all of this year. Volume 
| in the July sale, which started the sec- 
| ond of the month, is more than double 
that of the same period in 1933. 








Good Summer Business 


Detroir—Arthur Cohen, manager of 
the Eaton Tower store of Earl’s Smart 
Shoes for Earl Gregg, reports excep- 
tionally good midsummer sales in all 
lines of shoes. Outstanding lines have 
been in sandals, as well as in ties. 
Pastel shades, especially in blues and 











greens, have prevailed, and reds and 
whites in other colors followed. 

Earl’s is opening the Fall season next 
week with an advance window showing 
of Fall styles. Outstanding in their 
window will be brown shades in all 
types of shoes. Kids, suedes, and 
patents are being used, while pumps, 
and both ties and straps are features 
in the style which is probably the first 
Fall display Detroit will see in shoes 
this year. 





Customer Increase 


PROVIDENCE, R. I.—A gratifying rec- 
ord of new customers has been achieved 
by the Red Cross Department of the 
Callender, McAuslan & Troup Co., 
Providence, R. I., where over 5,000 new 
customers have been obtained from the 
first of the present year to July. E. R. 
West, proprietor of the department, is 
naturally pleased with this record, 
which he believes is largely due to the 
increasing popularity of quality shoes 
and proper shoe fitting. 

“The depression has acquainted many 
people with cheap and improperly fit- 
ting shoes,” explains Mr. West. “Many 
of those people who tried to save money 
on shoes have vowed they would never 
again save money that way—that they 
would buy shoes of reasonably good 
quality at a place where they would be 
properly fitted. This trend has been a 
major one in giving us our record of 
new customers. 

“Another cause, I believe, is our con- 
sistent advertising both in window dis- 
plays and newspapers. We also use 
considerable direct-mail publicity which, 
I believe, has given us a very concen- 
trated form of advertising. These are 
issued twice yearly upon the occasion 
of our two annual sales. Also they 
are sent out on various special occa- 
sions, such as for the Fall or the Easter 
seasons.” 

Mr. West finds direct-mail advertis- 
ing of great value, largely because he 
works almost constantly on his mailing 
list. He maintains no selected list 
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upon which he works with the hope of 
inducing new customers to come to his 


department. His list includes only the 
names of those women who have bought 
Red Cross shoes at his department. 

Year after year he has recorded the 
name and address of each purchaser. 
These have been recorded and kept up- 
to-date, giving them a list of great 
sales value. Thus, each year, Mr. West 
reaches more and more customers 
through the medium of direct-mail. 
From Jan. 1 of the present year to 
July, more than 5,000 names and ad- 
dresses of actual new customers were 
thus added to this list. 

When former customers buy, their 
name and address are carefully check- 
ed, and removals, marriages, and suci 
are recorded to make the list an ac- 
curate one. 


Strike Lowers Shoe Stocks 


SEATTLE, WASH.—Shoe stocks have 
been laid extremely low in some of 
the leading Seattle shoe stores and de- 
partments with the prolonged shipping 
tie-up due to the longshoremen’s strike 
in this city, costing the city and busi- 
ness interests more than a million dol- 
lars a day. 

Shoe clerks are forced to tell cus- 
tomers: “Sorry, madam, we have only 
small sizes. We have lots of new shoes 
on the ships that cannot be unloaded,” 
and thousands of dollars are being lost 
to the shoemen by the intolerable con- 
dition existing at the hands of labor. 
Since a heavy tonnage of shoes is 
shipped into Seattle every month from 
California and the Atlantic seaboard, 
this water-borne commerce in shoes is 
tied up and shoe dealers seriously han- 
dicapped. 


Reports Better Business 


SaLt Lake City, UtanH—The Enna 
Jettick, 57 East Broadway, has ex- 
perienced an increase in sales every 
month this year over those of last year, 
according to C. K. McShane, manager 
of this store. “We anticipate a sub- 
stantial constant increase the rest of 
the year,” Mr. McShane stated, “and 
consequently have bought heavier than 
usual for Fall. We are looking for- 
ward to a future that looks brighter 
than it has in years!” 





Charles Schlein 


New Haven, Conn. — Charles 
Schlein, 73, old-time shoemaker who con- 
ducted a cobbler shop opposite the old 
Yale gymnasium here for more than 45 
years, died July 15 of a heart ailment. 
He was known to several generations 
of Yale men who were attracted by his 
homely philosophy and gentle humor. 
Mr. Schlein was past president and one 
of the founders of the New Haven Shoe 
Repairers’ Association. He retired a 
number of years ago. 
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Would Tax Chain Stores 


CoLUMBUS, OHIO—A bill to tax chain 
stores from $3 to $1,000 per year is 
being circulated in most of the counties 
of Ohio, which is known as an initiated 
bill and which, if it secured the neces- 
sary signatures, will be placed on the 
ballot in the November election. 

The bill affects many of the shoe 
chains and will be fought by all of the 
chains in shoes as well as in other 
retail lines. 

The bill provides that each store, 
which is defined as a place where goods, 
wares or merchandise are sold at retail 
or wholesale, must be licensed by the 
Ohio Tax Commission. The license is 
for the calendar year. For the first 
store operated in the State by any one 
firm, corporation, copartnership or in- 
dividual the annual license fee is $3. 
For the second to the fifth store the 
annual license fee is $25; for the sixth 
to and including the tenth the annual 
fee is to be $250, and all stores above 
10 are to carry a license fee of $1,000. 

The bill provides that for any store 
starting before July 1 the full year’s 
license fee must be paid and after July 
1 the half year license fee is to be paid. 

Penalties ranging from a fine of $100 
to $500 are provided for violation and 
each day’s violation constitutes a sepa- 
rate offense, 
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Factory Starts at Marion 


INDIANAPOLIS, IND.—Marion (Ind.) 
has a new industry, the Daly Brothers 
Shoe Company, that announces an em- 
ployment program which will eventually 
provide work for 400 to 450 men. 

Peak operating schedule will call for 
production of 300 pairs of shoes daily 
and will be in effect as soon as enough 
skilled workmen can be obtained, ac- 
cording to company officials. 

Operations were started Monday by 
the company with a schedule of 150 
pairs of shoes a day, and will be in- 
creased to 250 pairs within 30 days and 
shortly to 300. 


Rag Cloth Shoes 


Kansas City, Mo.—Joe Bormaster, 
manager of the shoe department at Dia- 
mond Brothers, believes that the out- 
look for Fall business is very good. 

“Rag cloth shoes will be among the 
early sellers for college trade. Black 
rag with white stitching will undoubt- 
edly be popular. Some of these rag 
shoes will carry trims and all styles 
will, I believe, appeal to the school and 
college clientele.” 


The Fan Tip 


Boston, Mass.—The fan tip is a 
specimen of fine stitching on novelty 
shoes, the stitcher starting at the fore- 
most point on the toe and stitching 16 
lines which fan or spread out to the 
tip line on the vamp. How she man- 
ages to keep them perfectly spaced and 
straight is one of the marvels of the 
art of stitching. 
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gain — 
Beacon will lead fo: Fall 


Beacon announced last spring . . a line of shoes . . well in advance of what the 





industry thought possible in the Beacon price class. ‘Shoes that would meet the 
style, comfort and wearing specifications of men who would ordinarily pay 
twice the price” . . was the Beacon promise. @ With the spring line we 
announced a completely new merchandising plan. @ Hundreds of dealers 
have swung to Beacon. Beacon delivered wane was promised .. and more. 


@ Beacon leadership has been established. @ Again for fall . . Beacon 





announces its advanced merchandise plan put solidly behind a superbly styled 
line of men's iootwear. @ Again we say with the utmost confidence ‘Beacon 
will lead for Fall". @ If you have not had the Beacon proposition write for it. 


It will pay you to’ wait for the Beacon Plan and the Beacon Representative. 


BEACON SHOE CO. 


MANCHESTER, NEW HAMPSHIRE, U. S. A. 
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Riding Boots 
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A I sone pay oes IN 
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Riding, Couboy end and Lece Boots ) 
H. J. } JUSTIN & SONS, Inc. 








\ RIDING BOOTS 
IN-STOCK 


For Men, Women and 
Children—also 
Jodhpurs and Field 

Boots. 


Write for catalog. 
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LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 


Men, Women & Children’s 
Boots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 
Complete Catalog 
R-7 on Request 


COLT 
CROMWELL Co. 
1239 Broadway 

New York City 











William Jarvis 


QuINCy, MAss.—William Jarvis, 80, 
died at the Quincy Hospital following 
an illness of several months. For the 
past 35 years he was connected with 
the United Shoe Machinery Co. and 
was a member of the “25-Year Club.” 
A large delegation from the various 
United offices attended the services. 
Burial was in the Mt. Wollaston Ceme- 
tery. He leaves his wife, Ida M. Jarvis, 
a son and four daughters. He was a 
member of Union Lodge F. and A. M. 
and other Masonic bodies. 
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Drought Hide Conference 


WASHINGTON, D. C.—Economic dis- 
cussions involving ways and means of 
stabilizing hide prices by preventing 
drought hides from glutting the market 
were held in Washington the past three 
weeks and attended by members of the 
Tanners Council of America. The con- 
ference in Washington was between the 
Government and the representatives 
| of the tanners and large packers in re- 
gard to drought hides. 

The question before the conference 
concerns the most desirable method of 
handling the abnormal number of 
drought hides from cattle now being 
killed. 

Negotiations are between the tanners 
and the Federal Surplus Relief Cor- 
poration. The problem is somewhat 
complicated by the fact that tanning 
was the “forgotten industry” when the 
plans and contracts were made for the 
drought kill. The meat is to be held in 
storage for the call of unemployment 
relief, whereas the hide and the other 
by-products were left to shift for them- 
selves. 


Child Life Expands 


MILWAUKEE, Wis.—The Child Life 
Shoe Manufacturing Company has re- 
cently completed an addition to its 
plant, according to W. J. Herbst of the 
firm. Business is running ahead of last 
year’s in pairs, with brown grains 
showing a great deal of strength. All 
leather heels are wanted by the trade 
this year, says Mr. Herbst, instead of 
the rubber heels of a year ago. 

There is a pronounced trend toward 
a better grade of shoe by the trade, 
declares Mr. Herbst, which shows a 
larger and steadier purchasing power 
by the public in general. The firm an- 
ticipates a satisfactory Fall and Winter 
business. 





"Leisure Slipper" Department 


Planned 


CLEVELAND, OHI0.—“Leisure Slippers 
From Cocktail Hour ’Til Dawn,” will 
be shown in the Higbee Company’s new 
“Leisure Slipper” department, which is 
to become a permanent part of the wo- 





men’s shoe department about Sept. 1. 
J. V. Murphy, women’s shoe buyer, is 
already working on plans and has in- 
stalled a special case showing under 
the title “Leisure Slippers.” A special 
corner will be separated off from the 
rest of the women’s shoe department 
for this line of merchandise. A cock- 
tail bar will be set up and Mr. Murphy 
plans to name many of: his cocktail 
sandals under the titles of burgundy, 
champagne, etc. Everything from 
house slippers and boudoirs of all types 
to cocktail sandals in many modes will 
be offered in the new Higbee depart- 
ment. 
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Buffalo Retailers Outing 


BuFFALO—The 25th annual stag out- 
ing of the Buffalo Shoe Retailers Asso- 
ciation will be held Wednesday, Aug. 
15, noon to midnight, at Orioles Patrol 
Home, Ellicott Creek Road, on Ellicott 
Creek between Niagara Falls Boule- 
vard and Colvin Drive. 

There will be plenty to eat and drink 
and good music; baseball game between 
the traveling men and the retailers; 
quoits and other athletic events. 

Tickets may be obtained from the 
following: Edward Schellerman, 1327 
Jefferson; Frank Fiorella, 1626 Main; 
William Goldback, 369 So. Park; Mr. 
Murphy, 2167 Seneca; Irving Bauer, 
530 Main; George Seifert, 2894 Dela- 
ware; La-Reau & Gaul, 65 Grant; B. J. 
Thome, 1826 Genesee; M. Santercole, 
773 E. Delevan. 

Harry J. Deters is general chairman. 
The Outing Committee includes: Ed- 
ward Schellerman, M. Santercole, Wil- 
liam Goldback and George Seifert. 





Obituary 


Edwin L. Emerson 


BRAINTREE, Mass. — Edwin Leslie 
Emerson, 74, former president of the 
Boston Last Co., was buried from his 
home, 72 Mt. Vernon Ave., Braintree. 

Edwin Emerson was once associated 
with his brother, the late Charles O. 
Emerson, who made the famous Emer- 
son shoe; a vice-president and director 
of the Braintree National Bank; a for- 
mer president of the Cochato Club and 
a member of various town committees. 

He is survived by his wife, Lora T., 
and five children. 


Harry Fried 


CHICAGO, ILtL.—Harry Fried, shoe 
buyer for L. Klein’s department store 
at Halsted and 14th Streets, passed 
away at his home in the Copeland Ho- 
tel here on Tuesday, July 24, at the age 
of 59. 


D. B. Jordan 


CoLumBus, Ga.—D. B. Jordan, for 
many years connected with the retail 
shoe business in Columbus, Ga., with a 
store on Broad Street, died at his home 
in Panama City, Fla., on July 8 follow- 
ing a lingering illness. He had lived 
in Florida since his retirement from 
active business a number of years ago. 
He was one of the best-known shoe men 
in Middle Georgia. 





John Beese 


CANTON, OHI0O—John Beese, 64, for 
many years in the retail shoe business 
in Akron, died Sunday, July 8, at his 
home in Uniontown, near here. For 
many years he conducted a retail shoe 
store in East Akron. He leaves three 
children. Burial was made in East 
Akron cemetery. 
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If It's Men's Slippers, Look 
to the Woman 


[CONTINUED FROM PAGE 17] 


better grades, for the manufacturers 
in these grades have shown consider- 
able enterprise in developing new prac- 
tical sales ideas. Not only have they 
snapped up their designs, but they 
have made consumer selling much 
easier by appealing to the feminine 
eye. Linings of moire, poplin and plaid 
satin in all colors lift the slippers right 
out of the ordinary class. 

Soft or padded sole slippers for Fall 
are keeping in step with the current 
trend in lasts through the using of the 
custom last in the better grades. Slip- 
pers made over these custom lasts look 
vastly different from the soft sole 
models of former seasons. 


Refinements in Soft Soles 


Refinements and improvements in 
the making of soft soles being shown 
this season are responsible for their 
added eye-appeal, which will enhance 
their value in the minds of the femi- 
nine buyers. Some of these refinements 
are extra fine stitching; vamps and 
quarters all drop edge, no stitchings 
showing around tops; smooth bottoms 
with shaped shanks; one-piece quarters 
with no back seams and cork counters 
sewed in. 

Corduroy in mules and operas con- 
stitute a new thought in some lines. 
These were originally brought out 
through the insistence of a buyer who 
does an extra fine men’s slipper job. 
His success leads makers to put them 
in the general line. Corduroy slippers 
go best with the popular corduroy 
robes and slacks which are so well 
liked by college men all over the coun- 


try. Browns sell best, followed in 
order by blue, grey and wine. 

Even with the severe weather of 
last year, comparatively few felt slip- 
pers were sold. Those which did move 
were, for the most part, in the cheaper 
grades. 

Moccasins are bought mainly by men 
for their own personal use. Men like 
them because they are so comfortable 
and durable. Genuine moccasins cost 
as much as good slippers, so any at- 
tempt to add to the attractiveness with 
real seal trimmings, beading, fur or 
sheep linings adds so much to the cost 
that it makes the attempt prohibitive. 
Moccasins are an excellent shoe store 
item, saleable the year ’round. A play 
made this year for the first time by 
some moccasin manufacturers in using 
high colors such as red, blue and green, 
in addition to the standard brown, is 
meeting with considerable success. 


Shearlings Show Increase 


Shearlings or wool-lined slippers 
have made a great advance during the 
past season. They have a ready sale 
in all parts of the country, especially 
in the warmer climes, such as Cal- 
ifornia. Warm days and cold nights 
are given as the reason for the popu- 
larity of the warm wool-lined slippers 
in warm parts of the country. 

Bootee patterns sell most freely, 
especially those made in red and blue 
kid. The Faust pattern, made of all 
sheep, natural outside and wool inside, 
is an active seller in the lower price 
field. 





Concerning Colors in New 
Fall Stockings 


[CONTINUED FROM PAGE 19] 


Color name promotions as launched 
this Fall by the hosiery manufacturers 
all emphasize the new variety of hosiery 
colors. These darker shades and livelier 
shades have given color cards a fresh 
interest. One manufacturer calls their 
color card a Fall Color Festival and 
shows their color swatches in gay lan- 
tern cut-outs. Another conveys the im- 
pression of diversity with a line of 
“Cosmopolitan Colors”; each is given 
the background of a different coun- 
try, from the Neutral English Mist to 
the colorful Spanish Earth. A third 
manufacturer has chosen short and 
Snappy names to show the freshness 
of the new colors: Brisk, Caper, Gay 
and Gala—all suggest that hosiery 
colors are doing new things and going 
new places. 


Salt Lake Business Good 


SaLt LAKE City, UTAH.—Generally 
speaking, local shoe stores sales volume 
on Summer sales has been above that 
of last year and practically all the 
leading stores have their Summer stock 
well cleared out. Demand is already 
being expressed for Fall shoes, which is 
unusual in this locality. This, how- 
ever, is coming as a logical result of 
an early Summer season that started 
abnormally early so that customers are 
now tired of white and are easily in- 
terested in Fall styles and colors. 

sera 


Calling All Cops 


[CONTINUED FROM PAGE 15] 


General O’Ryan’s order is to be wel- 
comed as a step forward. Through it, 
he has stressed, and brought attention 
to, the importance of proper footwear 
and proper fitting. The foot-efficiency 
which he is developing in the Police 
Department of the City of New York 
will be, by example, of value to other 
centers of the country. 
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A Shop That Sells Foot Comfort 


[CONTINUED FROM PAGE 21] 


In the front of the store is a large 
display case for corrective shoes and 
appliances. It is presided over by a 
hostess whose duty it is to greet every 
patron and make appointments for the 
operators. This feature has proved a 
particularly valuable one, according to 
Cramer. Customers never have to wait 
for information, and they are pleased 
by the cheery greeting. 

In addition to the hostess, the staff 
consists of five operators, all carefully 
trained over a long period by Dr. 
Cramer. Every man is kept “up-to- 
date” by semi-weekly educational meet- 
ings. Included in the subject matter for 
the meetings are: Studies of anatomy, 
salesmanship, fitting of appliances, 
fitting of new styles and discussion of 
cases handled during the week. Where 
there is a difficult case, all operators 
give their ideas on the best method of 
correction. The Cramers always give 
just as much personal attention as pos- 
sible to every case. 


Care in Corrective Fittings 


Great care is taken in making correc- 
tive fittings. The average ones take 
from 30 to 60 minutes. The case is 
gone into from every possible angle be- 
fore any attempt is made at correction. 
Whenever the case requires, shoes are 
carefully padded. 

The location, combined with the type 
of service offered and a constant per- 
sonal contact program, has already 
built up an excellent business among 
doctors. Cramer personally keeps in 
touch with every doctor in the Repub- 
lic Building and other medical build- 
ings. 

A great deal of original interest was 
created through an unusual opening 
campaign. For the first two days, the 
new company held open house—no sell- 
ing was done—inviting the public to 
visit the shop. On both days the entire 
staff was kept busy showing visitors 
through. Each person was presented 
with a flower. 

Every Denver newspaper — both 
dailies and neighborhood papers—car- 
ried an announcement of the opening, 
and it was broadcast on two radio sta- 
tions at intervals of a few minutes. 
A “teaser” type of newspaper adver- 
tising was used. One of the newspaper 
ads showed a limping man hailing a 
taxi and giving the driver directions 
to the Cramer address—no name was 
given. The driver said: “O.K., Boss; I 
lose a customer.” 

Commenting on the expensive store 
and the progressive merchandising 
drive, Cramer says: “We believe the 
corrective business will play one of the 
most important parts in the shoe in- 
dustry in the next few years, but like 
anything else, this merchandise and 
service must be sold. An attractive 
store and plenty of advertising are es- 
sential in this job.” 
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About People 


C. O. Christy Made 
Superintendent 


BROCKTON, MAss.—Charles O. Chris- 
ty of ‘Worcester, well-known manu/ac- 
turing executive, formerly with Peck 
Shoe Co. and more recently with the 
Curtis Shoe Company of Marlboro, has 
been appointed superintendent of the 
Brockton Boot and Shoe Company, for- 
merly known as the Brockton Coopera- 
tive Shoe Co. Philip English, for 
many years actively identified with the 
shoe field in and about Haverhill, and 
who for years has been a member of 
the sales force of this company, will 
direct its retail sales. 
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Colonel Mercer Returns 


PorTsMOUTH, OHIO—Col. A. L. 
Mercer, president Vulcan Corporation, 
has returned from a business visit to 
New York and New England. 


Drought Hides 


Boston.—So many cattle from the 
drought regions are being turned over 
to packers that this week the packers 
asked for some government assistance, 
it being that the cattle came in greater 
numbers than some of the packers had 
equipment for providing them with 
food and water. 

One idea for using up this surplus 
of hides is to make them into leather, 
and the leather into shoes, the footwear 
to be distributed in the farming re- 
gions that have been impoverished by 
the drought, the remainder to go to 
welfare boards of cities. 

Another idea is to use up some of 
them for the making of gelatin for 
food, a staple and a nourishing com- 
modity, and also into glue for industrial 
purposes. But the makers of these 
commodities wonder what this idea, if 
practised, would do to their markets, 
the same as the tanners are wondering 
as to what surplus hides will do to 
their markets. 


New Itinerant Display 





St. Louis, Mo.—The first of a series 
of 16 itinerant displays of Fashion 
Plate Footwear for retail dealers’ 
windows which Johnson-Stephens & 
Shinkle Shoe Company will introduce 
August 20 in principal market centers, 
making display the backbone of their 
Fall merchandising. Dealers’ promo- 
tions including newspaper advertising 
will be harmonized with their local win- 
dow displays, which will be changed 
every week. 

“The principal reason for our plan 
of itinerant display is that we try at all 
times to assist the dealers and our ex- 
perience has proven that the best media 
for them is their windows,” A. J. Scheu, 
stylist for Johnson-Stephens & Shinkle, 
states. Mr. Scheu also said the disposi- 
tion. of dealers to support nationally 
advertised brands is now definite and 
assured, and it is desired to give them 
the full advantage of promotion. The 
company plans to use the itinerant 
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schedule twice a year, in Spring and 
Fall with releases of national adver- 
tising. 

The first display unit, gives an idea 
of the series. It is 5% feet high, the 
usual height of shoe displays, and may 
be extended to 6 feet or condensed to 
10 feet in length. The main panel is 
an oil painting with raised lettering 
faced with Monel metal, giving bril- 
liance with dignity and restraint. 





Fyfe to Stress Sales Training 


Detroit—Reorganization of the staff 
and personnel of R. H. Fyfe and Co., 
following the recent resignation of A. 
O. Day as general manager, has result- 
ed in a new plan of departmentization 
making this truly a shoe department 
store. 

William H. Adams has been appoint- 
ed manager in charge of all women’s 
and children’s departments of the com- 
pany, not general manager as previous- 
ly reported. Steven J. Jay has been 
placed in charge of the men’s and boys’ 
departments, as well as of personnel. 

Commenting on the store changes, 
Mr. Adams said: “The weakness of 
most shoe stores lies in their selling or- 
ganization. We have done well, but 
we are going to try to do the job even 
better than in the past. One man will 
be placed in charge of the important 
job of organizing and developing the 
sales routine in the way it should be 
handled. Mr. Jay is the one man who 
is thoroughly competent for the job.” 

The problem of the Fyfe store with 
its eight floors, basement and balconies, 
is that of transferring customers from 
one floor to another. The ground space 
is smaller than many large stores, but 
the store is thoroughly departmenta!- 
ized—there are four or five women’s 
shoe departments, grouped according to 
price and special styles, as the athletic 
and corrective shoe departments. 

Because this transfer problem is a 
much bigger one than the floor manager 
alone can handle, each salesman is be- 
ing trained to be able to direct custom- 
ers to the proper department. They 
must know, under the new plan, what 
is being stocked in other departments, 
as well as their own. 

This is being worked out practically 
at present through a monthly sales 
meeting of all salespeople. Each floor 
buyer addresses the meeting, showing 
what he has bought for his department, 
and giving the reasons for it, and what 
he expects to do with each shoe style. In 
addition, he shows the proper accesso- 
ries for the new shoes, giving a com- 
plete training in sales to every clerk, 
regardless of the section he happens to 
work in. Rotation of clerks has not 
been tried to a large extent in depart- 
ments, largely because of the value of 
a clerk with his following in a particu- 
lar department. 

“It’s not hard to buy shoes,” Adams 
said, “but we have to do less buying 
and more selling. We have a few star 
salesmen, but we want to train them 
all to be stars.” 
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Mostly About Hollywood 


[CONTINUED FROM PAGE 32] 


to be wearing—a robust, stand-the- 
gaff white buck with black calf 
trim. The I’m-a-man feature is the 
welting which runs all the way 
around giving the heel a firm, 
broad effect, just as if the foot 
meant business when placed on the 
ground. The soles have a strong 
our flare and toe is an English type 
cn the McAfee order. These are 
shoes of, by, and for the wearer’s 
personality. 


* * * 


“Do you like boxing?” said Gen- 
tleman Jimmy McLarnin, famed ex- 
champ of the welterweights speak- 
ing to the 16-year old son of H. D. 
French while the kid’s dad was 
selling the boxer a pair of shoes at 
the down-town French, Shriner and 
Urner store. “You-bet-you!” said 
the young hero worshipper. “Good 
sport,” says Jimmy, “but I am not 
advising you to go in for it. Bet- 
ter think it over. But, if you do go 
in for it live clean and you'll last 


three times as long!” The kid said, 
“All right, I'll remember” and the 
kid’s dad was just then completing 
the sale of two pairs of shoes, one 
brown and one black, medium 
pointed toes, spaded shanks, a real 
gentleman’s shoes—size 8-C if you 
want to know something about 
geography! 


* <4 


JOE Kalisky, genial president of 
the shoe travelers’ bunch at Los 
Angeles, says it used to get so cold 
up in North Dakota where he 
traveled for years that his tears 
froze on his cheeks. Just why a 
traveling salesman as successful as 
Joe was would be shedding tears in 
Dakota or any place else is a puz- 
zler for the curious. 
* * * 

ANp, there is a dollar store on 
Hollywood Boulevard where the 


sale of shoes has dropped off since 
the CWA let loose. 





Running at Capacity 


RocHESTER, N. H. — Shoe factories 
here and in this immediate vicinity are 
running at capacity, with orders book- 


ed ahead for several months. Accord- 
ing to the monthly survey of the cham- 
ber of commerce, 338 more persons are 
working in this city than in June, while 
976 more are employed than a year ago. 
With a pick-up in shoe business in this 
section there has come an acute short- 
age of fancy stitchers and vampers, ac- 
cording to heads of shoe concerns who 
have been forced to advertise for ex- 
perienced help several weeks in succes- 
sion without being able to fill the 
places. The Maybury Shoe Company in 
Rochester and the Dole & Waldron Co. 
and the H. O. Rondeau Company in 
Farmington need stitchers. So pressing 
is the need in Farmington that the Dole 
& Waldron Co. has opened a stitching 
school at its Main street factory, 
where a number of young women have 
been put to work learning the art. 





Shuffle Along 


LYNN, Mass.—“They shuffle along 
like Chinamen.” That’s the verdict of 
the counter makers as they watch the 
girls walk in the new counterless shoes. 
The Chinaman, in native shoes, treads 
over the quarter and the shoes flap 
up and down at the heel with each 
footstep. The counter makers think that 
shoes without counters are “pisen” to 
the tread. 








hosiery. 


YOUR FALL SHOE SELLING 
depends on SHOWMANSHIP ! 


V Dramatized selling—showmanship—in ads and dis- 
plays, is absolutely necessary to increase customer 
interest and sell more shoes this Fall. w In this book 
are 50 good, sound, practical promotion ideas for 
newspaper ads, direct mail, window displays, interior 
displays, contests, style exhibitions—covering men's, 
women's, and children's shoes, rubber footwear and 


50 IDEAS FOR FALL 
PROMOTIONS 


WITH 41 ILLUSTRATIONS $ 


‘~~ ee ae ee ee ey 


V BOOT AND SHOE RECORDER 
1 W 239 West 39th St, New York City 
' Here's my Dollar—Send me a copy of 
' 50 FALL PROMOTION 

§ 

I sigs be NN wee ko aw 

OO eee 
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HOTEL 
IDEAS 











Stop ataNEWHotet | 


Twenty-nine stories of NEWNESS! NEW hotel. advantages... NEW 
hotel comfort... NEW hotel service-courtesies— yours at Hotel 
Governor Clinton. 1200 spacious outside rooms with bath, radio, 
specially designed beds, Servidor, circulating ice water and 
every other luxurious feature of a NEW hotel. Rates that 
mean genuine economy, from $3 daily for one— 

only $1 more for two. ***Four restaurants, most 
reasonable prices, marvelous food, 


B. & O. Buses Stop at Door 


Opposite Pennsylvania Station 








mente 













delightful surroundings. 


GOVERNOR CLINTON 


7th Avenue at 31st Street 
New York City 


C. W. RAMSEY, Jr., Manager 













ONE WAY TO INCREASE 
YOUR VOLUME OF BUSINESS... 






effectively—you must merchandise 





Your Display 


VVVVVVVVVVVVVVVVVVVVVY 










TICKETS DO THIS IN A SOUND, 
CONSTRUCTIVE WAY. 














Samples sent on request 


RECORDER WINDOW DISPLAY CARDS 


RECORDER SHOW CARDS and COLORFUL PRICE 


FALL TICKETS NOW READY 


USE 


To Display Your Shoes 
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TO OFFER THESE 


NEW FALL MODELS 











AUGUST 


Pale blue board, darker blue 
trees and canoe; orange setting 
sun; pale reflections in water. 
Black text. 


Size: 8” x 14” 


COMPLETE TEXTS 


sent on request 
4 cards—Women’s Shoes 
2 cards—Men’s Shoes 
1 card—Children’s Shoes 
1 card—Hosiery 
6 cards—On Store Service. 
Fitting, Quality, Etc. 
Single Cards: 60¢ each 
Without Text: 35¢ each 











August price ticket— 
9o 


same coloring as 
e above show card. 


To non-show card sub- 
scribers at prices 
listed below. 








Size 114” x 234” 

























1545 


1G95 
































“L”: Cream board; “BR”; Blue bar with “M’: Corn Board; ‘‘Q’’: Orange 
silver bar and dark orange sunburst on Green and Reddish Se on Bright 
blue trim. 3 silver board. Brown Design. ellow. 





Size 1%” x 2%” 





il 


(| 


wl 


“Z’: Orange and 
green design on 
corn-color board. 


| 
| 





“oO”; 


Rose design 
on light tan. 




















IN ALL DENOMINATIONS AND BLANK. OTHER DESIGNS IN 
WITHOUT STORE NAME: 6 dozen @ $1.10, 12 dozen @ 
WITH STORE NAME: 100 tickets @ $3.00, 200 @ $5.00 
“J’’—Polly Clips for tickets: Y% gross $2.25 

(adjustable—tilts at any angle) 1 gross $4.00 
“K”—Shoe Carton Tickets: 500 @ $1.25, 1000 @ $2.25 









CHECK WITH ORDER, PLEASE, unless C.O.D. preferred 


Attractive Hand Lettered Price Tickets 


STOCK 
$2.00 





No... 
“yo? ee 
Price. 




















“KK” 
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DO YOU WANT 
SIX TIMES MORE PEOPLE 
TO STOP AT YOUR WINDOW ? 


IF INTERESTED, WE WILL TELL YOU HOW: 


ORE SHOES | 


Annual Display Card Service Select the Service You Wish— 
Ineludes | Mail Coupon—See Sales Jump! 
SE NE eter cae cree SERVICE NO. 1—$5.00 month 
ning cost. 10) lias harianediig peterctichens 
STORE WINDOW BULLETIN, supplies merchandising and SERVICE NO. 2—$4.00 monthly: 


display suggestions each month 





8 display cards ...4 holders... 
SPECIAL CARDS, with wording as wanted. E 100 blank harmonizing price tickets 


EXCHANGE OF CARDS: Annual card service subscribers may SERVICE NO. 3—$3.00 monthly: 
exchange any cards received for others of the current month, 6 display carde @ heldere 
whose texts better cover their merchandising program. 50 eve emaaiine price tickets 


PRICE TICKETS: Blank tickets, matching the current month’s 
cards, supplied free. Neat tickets with prices as wanted, but SER VICE NO. 4—$2.25 monthly: 

not harmonizing with the show cards, supplied free, if pre- 4 display cards ... 2 holders... 
ferred to blanks; harmonizing tickets with prices as wanted, 50 blank harmonizing price tickets 
to assure well blended trim, are 35¢ per fifty, additional. 


BOOT AND SHOE RECORDER 
209 So. State St., Chicago, IIl. 


HOLDERS co ee Eis: Please enter our order for the Recorder “Selling 
Oval bese — bur he ce ee Message, ee with pe _ card service 
: a » for one year, consisting o 
oe. we holders (with the first month’s service), 
blank tickets each month—OR— 
a a IMPRINTED tickets at 35¢ per fifty, additional, for 
hold che an Pee te which we will pay $ per year, payable $ 
ee Te h y s.|.lUw bd Vid adh per month. For cash in advance, full year’s service, 
oe card . T md “ rs ae Be Be 5% discount. Checks from foreign subscribers must 
———* bev 5 Cs " : es a4 be drawn on United States banks, or include exchange. 
ow — Ia "ix. oe, vomy (If for any unforeseen reason we wish to discontinue 
De re eey- Z | es weir service before expiration of order, we agree to pay 
pares, ; ba 2 $1.00 per month additional for each month’s service 
delivered, and agree to return the card holders.) 


We sell MEN’S, WOMEN’S, CHILDREN’S SHOES, and 
WOMEN’S HOSIERY. (Cross out lines not carried.) 
We wish IMPRINTED TICKETS @ 35¢ per fifty: 











Merchants Service Dept. 
BOOT AND SHOE RECORDER 


209 So. State St., Chicago, Ill. 
































































54 


MEET . 






. . . ee 





CLAWIFIED ano WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 



































SALESMEN WANTED 








SALESMAN WANTED 





FOR SALE 














Here’s a Men’s Shoe With a NEW Selling Point 


Salesmen wanted to represent an In-Stock men’s line of 16 style numbers. The shoe 
has a patented shank which can be adjusted by the wearer, if or when needed. 

The shoes sell to customers without foot trouble as well as to customers whose feet 
require shank adjustment, because the adjustment feature is out of sight and the 
shoes are made on popular lasts at a popular price. 

Salesmen intensively working small territories preferred. No drawing account, but 
liberal commission. No objection to its being carried asa side line. 

Give complete information, references, and present line carried. 


BATES SHOE COMPANY, WEBSTER, MASS. 








SALESMEN, experienced, with following for 
Brooklyn and Long Island, Pennsylvania, 
Westchester and Connecticut. Popular line in- 
fants’, children’s, misses’, growing girls’ shoes. 
Commission basis. References. Address D-813, 
care Boot & Shoe Recorder, 239 West 39th 
Street, New York, N. Y. 





HOE salesmen to handle a line of new spe- 

cialty suede shoe brush as side line; excellent 
and fast selling fall item; carry samples in 
your pocket; commission basis. State references 
and territory in first letter. Address D-817, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 








POSITION WANTED 


OSITION WANTED: By young, alert, de- 
partment store basement shoe buyer; good pro- 
moter and business builder. Women’s and chil- 
dren’s. Address D-815, care Boot & Shoe Re- 
corder, 239 West 39th Street, New York, N. Y. 








ANAGER or Assistant: Progressive, capable 

shoeman now employed desires position that 
affords opportunities; 10 years’ experience with 
progressive firms, three years assistant manager 
better grade department; know modern methods 
of retailing; can write cards and trim windows. 
Age 29, married. Address D-811, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








TO LEASE 


T° LEASE—space for men’s shoe department 
located in our men’s section. onderful 
opportunity for those interested in securing de- 
partment in one of the oldest and best known 
establishments in the South. B. H. Levy Bro. 
& Co., Inc., Savannah, Ga. 














LINE WANTED 


SHOE line wanted. Living in Los Angeles. 

32 years old. Married. 6 years’ road ex- 
perience. 4 years as manager and buyer for 
family shoe store. Wifl accept good line cover- 
ing Pacific Coast or an opportunity to show 
what I can do in a shoe store. A-1 character. 
Education: 2 years college. Reference. Address 
J. R. L., c/o 546 South Hill St., Los Angeles, 
California. 








OPULAR Priced Line for Western Penn- 

sylvania and_ vicinity. Real Following. 
Travel by car. Satisfactory references. Ad- 
dress D-812, care Boot & Shoe Recorder, 239 
West 39th Street, New York, N. Y. 








BUSINESS OPPORTUNITY 


PARTNERSHIP: Young Gentile, capable and 
industrious, eleven years’ high-grade retail 
shoe experience, would appreciate a financial 
interest in a well rated concern. Can prove a 
favorable past record and financial standing. 
Address D-816, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 











WANTED TO LEASE 


WANTED SHOE DEPTS. Interested in 
leasing Shoe Departments on Percentage 
basis featuring Popular priced Women’s Novelty 
Footwear, locations pm aig: throughout Middle 
West and South. ddress D-810, care Boot & 
Shoe Recorder, 239 West 39th Street, New 
York, N. Y. 








LD Established Retail Shoe Business. 
Town of 8,000 Population. Central New York 
Doing $15,000 or Better a Year. 


New York, N. Y. 







In 


Reason fo: 
Selling, to Settle Estate. Address D-814, care 
Boot & Shoe Recorder, 239 West 39th Street, 








WANTED TO PURCHASE 








Buyers of Surplus Stocks 


We will buy surplus er entire stecks of shoes 
from mernufacturers, jebbers or retailers. 


QUANTITY NO OBJECT 


KIRSCH - BLACHER CO., Inc. 
106 Duane St. New York 
Phone Werth 2-5377 and 5378 















POSTER @ DEUTSCH 
436 Grand St., New York City 


Phone Dry Deck 4-0352 
—BUY FOR CASH— 
entire er surplus stocks of 


SHOES—DEPT. STORES 
Leases assumed Transactions confidentia! 








WE BUY 


Entire or Surplus Wholesale and Retail 
Stocks. Also Branded Shoes such as 
Walk-Over, Florsheim, Enna-Jettick, Vital- 
ity, gg Tear Queen Quality, Bos- 


IRVIN RUBIN 
“The House of Jobe” 
89 Reade St. Cor. Church 





Phone Barclay 7-7887 New York City 

















Returns from Trip 


NEW PHILADELPHIA, OHIO—J. Rush 
Yelvertton, general manager and buyer 
for the Bond shoe stores here and in 
Dover, has returned from a buying trip 
to Boston and other New England 
cities. He also attended the National 
Retail Shoe convention held in Boston. 








CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. 
Minimum charge 75 cents. For all other classified advertisements the rate is 7 cents per 
$1.25. When a box number is desired twelve words should be added for the address. In all other cases each 


word of the address should be counted. 


The rate for all displayed classified advertisements is $5.00 an inch with a maximum of 45 words. - 
Classified advertising is payable in advance. 
A Advertisements for this page must be in our New York office on Friday of the week preceding publication. “4 


word. Minimum charge 
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HOTELS 


HOTELS 


MERCHANTS’ NEEDS 








Orchestra. 


Plan guests. 


Joel Hillman J. C. Myers 





A BIT OF THE RIVIERA 


Guests who have traveled the world over so term The Chelsea. 
Continentai informality and charm. 

Bathing directly from guests’ apartments. 

Lunching in beach robes on open air terraces. 

Dinner music by artists selected from the Philadelphia Symphony 
Expanse of lawns, with electric fountains, backed up by the 
widest sun decks in Atlantic City. 

All of these innovations available to both American and European 


HOWARD LANIN and his orchestra play nightly in the grill. 


HOTEL CHELSEA 


ON THE BOARDWALK ATLANTIC CITY 


Under Personal Supervision of 
Julian A. Hillman 
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Adds Orthopedic Line 


ATLANTA, GA.—Dr. Bender’s Ortho- 
pedic Shoe Shop at 126 Peachtree Ar- 
cade has taken on the promotion and 
sale of Cantilever shoes for men and 
women. J. R. Vance, well-known Can- 
tilever dealer for many years, has been 
engaged to assist in promoting the store 
as another “Foot Health Headquar- 
ters.” Its owners say the addition of 
the Cantilever line has greatly broad- 
ened the shop’s Foot Comfort Service 
and, because of the added facilities for 
relieving common foot ailments through 
type-fitting, increased sales. 


Pressing Shoes 


LYNN, Mass.—Lynn makers of better 
grades have started to press shoes, this 
being an extra operation to bring out 
the forepart lines in particular. Each 
shoe, during the lasting process, is put 
into a press of a new type, and the 
vamp is pressed down to the wood of 
the last so that it lays as smooth as 
the cloth on the perfect billiard table, 
and then the lip is pressed down to the 
insole as smooth as the surface of a 
writing desk. A warm iron is used for 
pressing down the lip. One particular 
result of this new method of pressing 
shoes is that the lines of the last are 
brought out in the shoe as perfectly 
as they were made by the modeler of 
the last. 


Convenient to the Shoe District 





The NEW 


TOURAINE 


Corner Tremont at Boylston St. 





% Newly improved and 
refurnished. 


% Now restored among 
Boston’s leading hotels. 


SINGLE ““;.m" $3.00 
DOUBLE ““i..m'" $4.50 





* New Summer Restaurant. 
Dinner and Supper Danc- 
ing. Garage Service. 
Choice Sample Rooms. 


, 





Louis P. LaFranche, 
Treasurer 


Emile F. Coulon, 
President 














Leases Kansas City Store 


Kansas City, Mo.—Beginning Aug. 
1, the Schiff Company will engage in 
the retail shoe business in this city. 
The four-story and basement building 
at 1021 Main Street, formerly occupied 





SHOE FINDINGS 
OSMAN & CHARIPPER 


Announce an Office and Showroom at 
438 Marbridge Bldg., New York City 


Sales Representatives and Distributors of a Com- 
plete Line of Shoe Ornaments, Findings, and 
Patented Kleen Suede Brush. 


47 W. 34th ST., NEW YORK CITY 

















BUSINESS OPPORTUNITY 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction: readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you can attend to. No capi- 
tal required or goods to buy; no agency 
or soliciting. Established 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 











HOTELS 





v St. Louts tts 
Hotel 


81H & ST.CHARLE 


91H & WASHINGTON 
$2 2° andup 











by the Commonwealth Shoe Company 
of Boston and held under a long term 
lease, has been sub-leased by the Schiff 
Company for a unit of its chain of 
family shoe stores. The Schiff Com- 
pany handles men’s, women’s and chil- 
dren’s shoes. 
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Our Advertisers In This Issue 





Next Week 


HERE are any number of new and in- 

teresting style angles from which to 

survey the men's shoe picture for Fall. 
In the matter of leathers, for example, we 
find new colors, new finishes and par- 
ticularly the new grain effects, with Nor- 
wegian looming up importantly on the 
style horizon. In patterns a new note of 
refinement in harmony with the more gen- 
teel tendency in men's apparel. This is a 
logical time to study the significance of 
these new style developments for men, and 
so we present a brief but comprehensive 
summary of the highlights in next week's 
issue. 

Newspapers have been telling the story 
of the devastating drought that has swept 
the prairies of the mid-west and the fertile 
southwestern farming region, reducing 
yields of leading crops and leaving herds 
of cattle without pasturage. Aside from 
the plight of the farmers who are im- 
mediately affected, what does it mean to 
business, and to the shoe business in par- 
ticular? We endeavor to estimate the 
true meaning of the drought situation in 
one of next week's leading articles. 





Published by BOOT anp SHOE 
RECORDER PUBLISHING CO. 


239 West 39TH Street, New York City 
EVERIT B. TERHUNE, President 
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and Treosurer 
Vice-Presidents 
H. WALTER SCOTT 
BERNARD C. BOWEN 
LAWRENCE F. DUTTON 
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Advertising Offices: 
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Telephone: a, ~ ad 
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Pameneureta 
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nH 
SUBSCRIPTION RATES 
The Aware price of the Boor & SHom REcoRpER 
is $3. for one year, which includes postage in the 
United” “Hates and its possessions. Tax in Canada, 
extra 


FOREIGN SUBSCRIPTIO: IN—The price to all foreign 
countries except the above is $10.00 per year in- 
cluding postage. 

All subscriptions are —— in advance. Single copies 

cents 


BOOTS AND SHOES 
AULT-SHACKFORD SHOE CO., Auburn, Me 


CLAPP, EDWIN, & SONS, INC., E. Weymouth, Mass 
COLT-CROMWELL CO., INC., New York City 
CONNELL, J. M., SHOE CO., So. Braintree, Mass 
DOUGLAS, W. L., SHOE CO., Brockton, Mass 
GREEN, DANIEL, CO., Dolgeville, N. Y 
HANNAHSONS SHOE CO.,: Haverhill, 

IDEAL BABY SHOE CO., Danvers, 


MINOR, P. W., & SON, INC., Batavia, N. Y 
ORTHOPEDIC SHOES, INC., New York City 
SELBY SHOE CO., Portsmouth. O 

UNITED STATES RUBBER CO., New York City 
VAUGHAN TOWLE CO., Wakefield, Mass 
VITALITY SHOE CO., St. Louis, Mo 
WRIGHT, E. T., & CO., 


LEATHER AND OTHER MATERIALS 


ALLIED KID CO., McNeely Div., Philadelphia, Pa 
BARBOUR WELTING CO., Brockton, Mass 
COLONIAL TANNING CO., Boston, Mass 
PANTHER-PANCO CO., Chelsea, Mass 


SHOE STORE EQUIPMENT 
MOHAWK CARPET MILLS, New York City 


HOTEL PICCADILLY, New York City 

HOTELS MAYFAIR-LENNOX, St. Louis, 

ee EE NUON MRS Scr isis ss sa v0 ss on.ncee vy.bop0csesnnduodaenesce,.. 55 
KIRSCH-BLACHER CO., INC., New York City 

POSTER & DEUTSCH, New York City 

RUBIN, IRVING, New York City 

STEPHENSON LABORATORY, Boston, 
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SHOES DESIGNED 
BY 
EVELYN ZINITI 


This pump of Indies No. 172, This side-laced tie of Tailleur 
trimmed with stitched silk green kid, No. 1141, trimmed 


with crushed kid i lighte 
kid, is appropriate for town * shade of green, is ae pmo 
wear with brown, bright col- for early season wear with 
green costumes, and _ with 


ors, neutrals, and any costume mixed woslese @ached wiih 
trimmed with brown fur. green. 


cJreen 


aw 
HGvaien 


The two most important colors in fall ready-to-wear are green and brown. 
Brown is the better seller of the two, both in formal and informal costumes, 
but green has been extensively promoted, and is more popular than it has 


been in years. 





With brown, women wear brown shoes, with green, many women wear brown 
shoes, but the high-fashion woman will be very likely to choose green shoes 


this year. 


Promote Indies No. 172 in staple and high- 
style shoes throughout the stock. 


Promote Tailleur Green, No. 1141, in high- 
style shoes, with special emphasis on shoes for 
tailored and sports wear. 


New Castle Be : ( a) 
74) | | ia Che] ,, npanv 


100 Gold Areet, New rk Cnty 


Vol. 105. No. 23. Published every week by the Boot and Shoe Recorder Publishing Co., 239 W. 39th St., New York, N. Y. E 
at the Post Office at New York, N. Y., under the act of March 3, 1879. Subscription price $3.00 per year. Printed in U. 8 











ntered as second class matter, Sept. 10, 1925, 
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A TIMELY MODEL OF 


COLONIAL PATENT 


SYLVIA—One eyelet tie 
of jal No. 99 Patent 


Kid. Created by Delman. 
Pattern Guild Registered. 


by DELMAN 


Delman, creators and makers of exclusive, hand- 
made footwear, demonstrate in this registered pat- 
tern the effective use of Colonial Colored Patent. 


This superior patent is available in all authentic 
colors and weights for trims, combinations and all 
over shoes. 


° 


: “ATEN 
COLONIAL TANNING COMPANY 


BOS TON 














When writing advertisers please mention Boot and Shoe Recorder 
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EINSTEIN 





























UI Ti. Scasoni 
Outstanding Fabric 


The great popularity of J. Einstein’s exclusive Shoe Gabardine . . . 
the enthusiasm with which it is being accepted . . . is assurance to 
retailers that footwear of Gabardine will be responsible for the big- 
gest Fall fabric season that the shoe trade has experienced in many 
years. 


Examine this J. Einstein fabric yourself . . . note its rich texture, 
its fine appearance, its surprising strength. You'll like Gabardine, 
and you'll like the distinction and enthusiastic reception it will win 


for your Fall Line. In Black, Brown, Blue 80, Green 76, and 
fine fabrics—fine leathers Burgundy 75. 


_J-EINS w_YOR 


STEIN-INC- ONE PARK AVENUE: NEW YORK 





When writing advertisers please mention Boot and Shoe Recorder 
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PONEW LATALUGU 


FALL AND 


Here are Outstanding Values that will 





help make your Junior Department more 
successful than ever this season. Only 
“The Big House for Little Shoes”- 


with its large facilities, years of experience, 





EDWARDS’ IN-STOCK SERVICE At the targe ten- 
story Edwards Daylight Plant, the largest collection of Junior Shoes under 
one roof constantly awaits your order. This saves you money by making 
possible a smaller inventory. And it pleases your customers because it offers 
you quick, Dependable Service — “what you want; when you want it.” 
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CuUSE of iy ee 


PRESENTS 





IF JUNIOR FOOTWEAR 


INTER, 1934-35 


highly trained craftsmen and finest 
vossible materials—can create 
Shoes of such unsurpassed qual- 
ty at such attractive prices. 


riencGBWrite today for your copy. 


SIPHILADELPHIA 
Ba / 


QUALITY UNSURPASSED 
1T ANY PRICE— 
REPRESENTS EDWARDS' VALUE 
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A Two Minute Story 
with Fourteen Million Readers 


ORD FOR WORD —here is our new message as it will 
W cn in the Fall issues of The Ladies’ Home Journal, 
Good Housekeeping and Vogue magazines. 

We imagine you will agree with us that this strikes an 
entirely new note in women’s shoe advertising. Certainly it 
is aimed at basic feminine traits—the desire to be beautiful— 
the desire to be loved! 

Very probably this new advertising theme will create a 
great deal of comment and discussion among women—and 
not only older women, but younger women and girls who 
have not, in the past, been the best prospects for this profit- 
able type of shoe. We believe it will cause many women to 
examine and buy Foot Saver Shoes. And the addition of the 
Good Housekeeping magazine to our schedule means 6,000,000 
more women will be reading about Foot Saver Shoes. 

Our new line of Fall and Winter styles is up-to-the-minute 
in style. It is full of popular numbers. A complete and 
practical merchandising plan assures you of real profits from 
the Foot Saver line. 

If the Foot Saver franchise is still available in your locality, 


Wri 
pda es ae tei we suggest you write or wire us today for full particulars. 


ocuwye Foot Saver ou 
 $hoes 


Manufactured by 
i oe See ks ae te Ss Ree | KOKENGE CO0O., COLUMBUS, O810 
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66 T isn’t fair!’’ thought Jane furiously. 
‘Alice énows her feet are beautiful and 
mine are hideous! She would suggest 

plunking down right here, miles away from my 

beach sandals or robe. Look at her—waving 
her nice tanned toes at him and arching her 
instep! Thank goodness I can at least hide my 
shame in the sand!” 

* * * 

Today, twisted toes, calloused heels and swollen 
arches are the marks of careless buying. What 
does it matter if a woman’s hands are well 
groomed, her complexion faultless, her figure 
superb —if her feet are gnarled and ugly? For 
more and more the modern matron or miss 
must expose her feet to critical eyes. 

Until recent years there wasn’t much you 
could do about it—if you still wanted to be 
smartly shod. But the makers of Foot Saver 
Shoes solved the problem — married good sense 
to fashion — and already, on street and beach, 


SHOE RECORDER, August II, 


hurriedly 


1934 


MF 
te 


\ 


ooo pee 


~ 
ea 


WF. 





thousands of women are walking proof of this 
fact. Notice the next pair of lovely, shapely feet 
you see. Their owner may not reveal her secret. 
But the chances are the answer is — Foot Saver. 

Foot Saver Shoes do not betray their hidden, 
patented construction. They look exactly like 
any smart but foot-wrecking and nerve-wreck- 
ing shoes. Yet in each Foot Saver is a slender 
strip of springy steel which follows the contour 
of the foot, gives firm support to the curving 
arch. The heel stays snugly in place, does not 
ruin the stocking or callous the foot.., 

There is space for each toe. And when you 
walk, the vamp yields to the pressure of the 
expanding foot as easily as a fine glove on the 
steering wheel of your car, because Foot Savers 
are shaped over free-walking lasts and made to 
fit the foot in motion. 

Naturally Foot Saver Shoes are comfortable, 
allow your feet to become beautiful again, relieve 
fatigue, induce graceful carriage. Above all— 


she hid her 





they are smart—smart in line, in shape, in detail. 

A selected shoe or department store in your 
locality sells Foot Saver Shoes. If you don’t know 
which it is write us for the name and we will 
also send you an unusually interesting booklet of 
New Footwear Fashions. Write The Julian & 
Kokenge Co., 26 W. Main St., Columbus, Ohio. 


FOOT SAVER 
SHOES 


“*Smart Shoes for Beautiful Feet’’ 


The Julian & Kokenge Co., 26 W. Main St., Columbus, Ohio 
Please send me your free booklet of New Footwear Fashions 
““Smart Shoes for Beautiful Feet."’ Also name of the nearest Foot 
Saver dealer. 











2 
& Leather Co., Whitman, Mase. 
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SMART FALL STYLE + WITH COMFORT. 


) nn FEET -: ; ’ RES ULT S |e OANA 


View of FAIR from Walker T. Dickerson's "Shoe Store Clinic” 


NO FINER SETTING could be selected for a better appreciation No. S598—Arch Relief—Made 
of both STYLE and COMFORT, in a demonstration of footwear, of Ohio’ ill Tett 
than the World’s Fair. Every appeal to the eye is thru the beauty gt en on r are 
of color and moderne style. Feet get more use than they are usually aie $10.0 0. By—The Walker _ 


accustomed to. Comfort takes on a realistic meaning to the mil- 
lions of Fair visitors. T. Dickerson Co., Columbus, 


The mellow texture of Ohio’s Calf Leathers promotes foot comfort, Ohio. 
their beauty gives to shoes of which they are made a style value 


befitting the moderne shoe store clinic to which hundreds have 
come for fitting while attending the Fair. Swatches of crushed or smooth 


Call for Ohio’s Style Calf Leather for use in your favored styles calf in modish colors sent on 
for fall and you have the “edge” over your competition. request. 


THE OHIO LEATHER COMPANY « GIRARD OHIO} 


AR 
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